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OF QUALITY AND WORKMANSHIP 


highlights this fine ring. ‘This A. Sauer & Co. design 
is the most desirable and popular 3 2nd Degree Masonic 
ring ever made. The top favorite for many years, .it 


is being produced as. rapidly as: possible under. our. be: 4 
standards of meticulous craftsmanship. We aneie<! 


accepting orders now for delivery in three. ‘months. - 


Massive 14K yellow gold, cast in one piece, hand. 


chased and enamelled in regulation colors. Specif; 
rie i No. 3387/ Fi 


SPEAKING OF CRAFTSMANSHIP. 


the finest watch straps also are made by A. S. 
Throughout the industry our trade name, 
stands for finest workmanship ai d. 
KON-ITE leather or fabric wa 

every reputable jeweler. 
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SPEAKING OF 


T was a real problem, decided 
Charles Richter, head of the 
Richter Jewelry Co., Cincinnati, 
Ohio. Mr. Richter had six of the new 
electric alarm clocks—but it didn’t 
seem fair to sell them on the basis 
of first come first served, when there 
were So many people who had a real 
need for an alarm. 
Mr. Richter worried about it out 
loud to his secretary. Well, she sug- 
gested, why not find out who are the 
six people in Cincinnati who need it 
most ? 
So Mr. Richter put the clocks in 
the window. He also displayed a sign 





asking that anyone who wanted to 
buy one send him a letter telling him 
how badly they needed it. Here’s 
what happened, in Mr. Richter’s own 
words : 

“We have received over 200 letters 
requesting clocks. Some of them are 
very pathetic and almost unbeliev- 
able. In one case one clock was being 
shared by six different people who 
arose at different times. One lady 
has been awakened for the past 14 
months by telephone by her sister, 
who lives at a great distance. 

“In another case, a man walked 
four blocks every morning to awaken 
his friend, who was a co-worker. He 
then waited an hour for his friend to 
join him.” 

Said Mr. Richter: “We are anx- 
iously awaiting the arrival of the 
next shipment when it is released, so 
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that we can accommodate some of 
these urgent cases.” 
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MAGINE platinum wire so thin 
you can’t see it—that’s thinner 
than a spider web! 

This wire is only one 13 millionth 
of an inch thick. It is so fine that 25 
thousand strands of it would be 
needed to equal the thickness of a 
human hair! 

If you're still not impressed, let’s 
go on. 

One cubic foot of this wire would 
circle the earth 8000 times. The same 
cubic foot would weigh 1330 pounds. 
The wire is intensely fragile, and 
breaks unless it is handled with the 
greatest of care. 

The wire is made by Sigmund 
Cohn & Co., refiners, New York, and 
is now being used experimentally in 
the general engineering laboratory of 
the General Electric Co. Here’s how 
Sigmund Cohn & Co. does it. A thin 
silver wire with a platinum core is 
drawn with an overall thickness of 
one 2 thousandths of an inch. G. E. 
technicians then pop this wire into 
nitric acid and the silver dissolves, 
leaving the slender platinum core— 
done 
course. 

Although the wire itself is invis- 
ible to the naked eye, it will show its 
shadow when mounted between glass 
plates and held to the light. 
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LJ ERE’S a new twist to the old 
idea of a gift for the graduate. 
Huber Co., Yuma, 

has reversed the 
scheme and features gifts for stu- 


it’s under a microscope, of 
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dents returning to school—a fall 
sales booster which the store backs 
up with direct mail, newspaper ad- 
vertising, and special window dis- 
plays. 

First step in Huber’s plan is to 
get a list of all the students in the 
city’s schools (and as complete a list 
as possible of high school graduates 
going away to college) a week or two 
before the schools reopen in Sep- 
tember. 

Then the firm sends a form letter 
to the parents of each student. The 
letter stresses the usefulness of qual- 
ity pens, pencils, wrist watches, tie 
clasps, etc.—and also suggests birth- 
stone rings, compacts, and bracelets. 

The traditional little red school 
house formed the center of Huber’s 
window display last The 
school, made of cardboard, stood at 
the top of a window-wide flight of 
steps draped in black velvet, and 
dolls carrying books and _ slates 
climbed up to the door. Displayed on 
the steps were belt buckles, pen- 
knives, compacts, pen and pencil 
sets, and other suitable gift items. 


© 
“T'S a dizzy, busy time 
Arthur Jessop, of J. Jessop & 
Sons, San Diego retail firm. Mr. Jes- 
sop has a daily schedule as tough as 


year. 


for 





. a Marine’s fist, but he’s enjoying it. 


Mr. Jessop has always been “that 
way” about boats, and has won many 
a racing cup. So when the war came, 
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- Don’t miss the boat! Thousands of folks are going to 


buy Parker ‘51‘s. Where? That’s up to you. Get aboard 
the profit cruise and get your share of ‘51’ business,” 





~The Parker Pen Company 


Yes .. . thousands have come aboard the good ship “Parker 
‘51/1 They know what they want and they are going to wail 
till they get it! All you have to do, Mr. Jeweler, is come 


aboard, too, and they’ll clamber for your Parker 51's’. 


Don’t miss the boat, and let all that PRE-SOLD, PENT-UP 
PARKER #’51” Pen and Pencil business go cruising around 


to other dealers! That’s where pen business used to go... 
but don’t let it happen again, Mr. Jeweler. Plan now for that 
gorgeous post-war PROFIT CRUISE . . . with PARKER “51” 


JANESVILLE, WISCONSIN 
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he put his hobby to work for Victory 
by teaching Coast Guard Reserves 
about seamanship. He volunteered 
his time and held classes every week. 


One of his lectures was heard by 
, man from the Consolidated Vultee 
Aircraft Corp.—with the result that 
Mr. Jessop took on another job. 

First thing he knew he was on the 
swing shift, teaching special classes 
(but this time not on sailing) to Con- 
solidated’s night workers. Later he 
was transferred to the day shift. Of 
course, this interfered a bit with his 
Coast Guard classes—so he switched 
thm to Sunday’s so he could do 
both! 

Along with his wartime activities 
Mr. Jessop still keeps up with the 
jewelry business—maybe he does it 
with vitamins. Anyway, he says he’s 
not going to let down on this sched- 
ule until it’s all over for Hitler & 
Tojo. 
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AROLD L. SHYER, retail 
jeweler of Nashville, Tenn., 
has done the impossible—he’s found 
a new twist for testimonial adver- 


tising. Mr. Shyer, just like the rest 
of the population of the United 
States, is an ardent baseball fan. 
Only Mr. Shyer goes the rest of the 
folks one better by numbering many 
baseball players, including members 
of the local club, as his personal 
friends and customers. Knowing 
that anything to do with baseball 
on a newspaper page is sure to be 
gobbled up by a mighty high per- 
centage of the paper’s readers, Mr. 
Shyer decided to tie this appeal in 
with his advertising. 

Every day Mr. Shyer runs a tes- 
timonial ad, with the plug given by 
a baseball player who is either na- 
tionally prominent or a member of 
the Nashville team. Of course both 
get plenty of readership, with the 
Nashville players getting a double 
dose of attention from local fans. 

Typical of Mr. Shyer’s series is 
the ad featuring Larry Gilbert, 
Nashville manager. Says Manager 
Gilbert, “I’ve known, liked, and 
traded with Harold for the past 15 
years. If Harold says it’s so, it’s so. 
While manager of the New Orleans 
baseball club, I never came to Nash- 


JOE JEWELER IN UNIFORM 





"Joe lost in the crap game last night. He's sending collection 
letters to his 1940 bad accounts." 
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ville that I didn’t stop in and say 
‘Hello’ to Harold, the ball players’ 
friend. Naturally when I moved 
here to assume the Vol managership, 
this friendship continued. Since that 
time, my family and I have made 
numerous purchases at Shyer’s— 
needless to say we always found the 
merchandise exactly as represented 
—That’s why I say ‘if Harold says 
it’s so—it’s so.’” 

The testimonial is chatty, per- 
sonal, and far from artificial. Each 
ad includes a picture of the ball 
player, and of Mr. Shyer. 
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EN years ago Stuart Nye, of 

Asheville, N. C., started on a 
new hobby—now he’s in interstate 
commerce. His hob b y—fooling 
around with some home-made tools 
and some sheets of silver, fashioning 
bits of jewelry in the patterns of the 
leaves and flowers of his native 
North Carolina mountains. 

From this pastime has grown 
a booming business in hand-made 
silver jewelry. For designs he copies 
the leaves of the maple, oak, willow, 
and galax; the blossoms of dogwood, 
pansies and lilies. 

“We do all our work by hand. 
We don’t have a die, stamp or mold 
in the place,’ says Mr. Nye. No 
two pieces turned out by his shop 
are completely alike—unless, of 
course, they are meant to be part 
of a set, in which case they are care- 
fully and frequently compared while 
they are being hammered out by 
hand. 

Each piece of jewelry is mounted 
on a silver colored card. The card 
states that the jewelry is a product 
of the mountain country; carries 
Mr. Nye’s leaf-design trademark. 

“T think ‘it is remarkable the way 
the business has grown, and I don’t 
even now know what it is all about,” 
the mystified Mr. Nye murmurs. 

“TI think it is due to the fact that 
it was a new type of jewelry—very 
simple. No one before had taken 
a simple leaf and made a pin out 
of it. They took a leaf, and added 
a flower, and a stem, and a bud and 
then set a stone in the whole thing. 
By that time it was so complicated 
it had to be interpreted.” 

Mr. Nye’s designs are now sold in 
39 states, plus Hawaii. 
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HEY! «++ YOu can win 
without that/ 


‘‘Adoration”’ and all the other beautiful 


I sprint for postwar silverware profits. 1847 Rogers Bros’. patterns will be made 
again, after the war. And we're not let- 


‘‘Adoration’”—one_ of ; :; 
ting women forget it. 


T’LL BE EASY to come in ahead in the 


Simply feature 
1847 Rogers Bros’. best-loved patterns. 
Through special skills in craftsmanship, 1847 Rogers Bros. is consistently adver- 
; , er ae tising to your customers on the air and 
this beautiful design in silverplate has an RP : : 
f il th ld |; P in Life Magazine. This year, our adver- 
appearance for all the world like fine tising is more than three times greater 


sterling. than in 1942. 
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Able Speakers Are Lined Up 
For ANRJA New York Conference 


Chief aspeets of jewelry store operation during the reconversion 


will be discussed by spokesmen from within and outside the industry, 


at four-day convention and trade show. Aug. 21 through 24 


HIS country has never had the experience of “‘win- 

ning half a war’ and then proceeding to fight out 
the other half. With Germany knocked out, U. S. econ- 
omy will be partly civilian, partly military, until Japan 
is subdued. 

We’re headed, then, for an uncharted period of transi- 
tion, during which jewelers—and all business—must find 
the answers to dozens of $64 questions. 

Jewelers who attend the third wartime conference of 
the American National Retail Jewelers Association, 
Monday, Aug. 21, through Thursday, Aug. 24, will hear 
advice, counsel, predictions and “best guesses” on how 
to buy, how to sell, how to display, how to advertise, 
how to administer credit, how to hire and how to fire. 
Featured speakers will give the viewpoints of manufac- 
turers, wholesalers and “cash” and “credit” retail jewel- 
ers; others will be nationally known economists and 
experts in advertising and merchandising. 

A comprehensive merchandise show, meanwhile, will 
display Fall and Holiday stocks to convention-goers. 
ANRJA had signed 150 exhibits for the Grand Ball 
Room, the Ball Room Mezzanine, the Astor Gallery and 
the Basildon Room by July 13—nearly twice the num- 
ber that showed last year. “Nearly every manufacturer 
intends to show merchandise that can be ordered, manu- 
factured and delivered under present conditions,” said 
Charles T. Evans, secretary, adding that very few of 
the exhibits would be of an institutional sort. 

ANRJA’s 39th annual meeting, the ninth at the 
Waldorf-Astoria hotel in New York, will open Monday 
night, Aug. 21, with an address by President Charles J. 
Michaels. Entertainment and buffet lunch will follow. 

Next morning speakers will include: Elmo Roper, who 
conducts the Fortune magazine and Public Opinion sur- 
veys; W. L. Stensgaard, of W. L. Stensgaard & Asso- 
ciates, and Milton H. Biow, of Biow Co., Inc., New York 
advertising expert. 


SLAVICK TO HEAD CREDIT CONFAB 


Credit selling will be the topic of the Tuesday after- 
hoon session, led by A. N. Slavick, Los Angeles, chair- 
man of ANRJA’s committee on credit operations. 
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“Jewelry Trade and Industry Problems”—theme of 
the Wednesday morning program—schedules a number 
of industry leaders. Warner Shelley, vice-president of 
N. W. Ayer & Son, Inc., will discuss diamonds; T. 
Albert Potter, president of Elgin National Watch Co., 
American watches; Roland Gsell, president of the Amer- 
ican Watch Assemblers Association, imported watches; 
Harold M. Alberts, president of the National Whole- 
sale Jewelers Association. “Distribution from the Stand- 
point of the Wholesale Jeweler”; W. Waters Schwab, 
president of J. R. Wood & Sons, gold jewelry; William 
G. Thurber, chairman of ANRJA’s silver committee, 
sterling silver; and Frederic W. Roedel, president of the 
New York State RJA, “The Silver Plate Situation.” 


THE STATES WILL BE HEARD FROM 

Another down-to-earth session, filled with practical 
usefulness, will come the first part of Wednesday after- 
noon, followed by a style clinic directed by June Hamil- 
ton Rhodes for the Jewelry Industry Publicity Board. 

Speakers, all retail jewelers, will include: Walter R. 
Thomas, Georgia RJA president; Harold T. Partridge 
and John H. Peterson, president and secretary, respec- 
tively, of the Massachusetts-Rhode Island RJA; C. J. 
Christiansen, president of the California RJA; S. P. 
Elam, president of the Minnesota RJA; William Gibson, 
former president of the National Association of Credit 
Jewelers; Durward Howes, former president of the 
California RJA; and Robert H. Bromberg, president of 
the Alabama RJA. 

At the convention’s business session, Thursday morn- 
ing, committees will report and new officers will be 
elected. A reception and conference dinner will come 
that night, terminating the convention. 

Besides speakers previously listed, ANRJA expects 
addresses from G. H. Niemeyer, chairman of the Jewel- 
ers Vigilance Committee, and from Alfred J. Silberstein, 
of Alfred J. Silberstein, Bert Goldsmith, Inc., talking on 
“Retailing in the Post-War World.” 

ANRJA will hold open house all day Friday, Aug. 24, 
at its new address, 551 Fifth Ave. (see pictures on first 

(Please turn to page 205) 
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LD relationships between retail jewelers and their 
suppliers are in for a pretty considerable amount 
of re-shuffling when merchandise again becomes plentiful. 
Those manufacturers and wholesalers who have deluded 
themselves into thinking that no matter what kind of 
treatment they meted out to their customers, it would be 
accepted without complaint or resentment, because 
“there’s a war on,” and that their old trade would always 
continue to buy from them, anyway, are going to have a 
rude awakening. 

The majority of retail jewelers are thoroughly indig- 
nant about some of the things that have been done by 
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some wholesalers, manufacturers and importers, during 
the past two years, and intend to register that indigna- 
tion in the placing of their orders when the normal pro- 
duction of goods is resumed. 

That’s the unavoidable conclusion to be drawn from a 
survey that has just been conducted by Tue JEweELEr® 
Circutar-Krystone among more than 500 representa 
tive and substantial retail jewelers distributed from 
coast to coast. 

Only 42.7 per cent of the jewelers queried said they 
believed that their suppliers had been doing as good @ 
job as could be reasonably expected under present con- 
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JC-K survey shows widespread dissatisfaction among retailers 
with war-time treatment received from wholesalers and manufacturers; 
many will seek new sources of goods when peace returns 


ditions. The other 57.3 per cent expressed a greater or 
less degree of dissatisfaction, ranging all the way from 
one man who said that he could complain of only one 
house out of all his sources, to those who gave a flat, and 
sometimes emphatic, “no” to the question. 


TARGETS FOR GRUMBLING 

Such sweeping condemnation, however, was very much 
in the minority. Most store owners are clearly selective 
in aiming their gripes. Of the 57.3 per cent who ex- 
pressed dissatisfaction, nearly half—27.5 per cent— 
said in substance, ‘““Most of our wholesalers and manu- 
facturers are doing all we can reasonably ask, but there 
are a few exceptions who aren’t.” Another 16.8 per 
cent indicated that they were satisfied with the treat- 
ment received from about half of their sources, but that 
the other half were open to criticism. Only 13 per cent 
expressed general dissatisfaction. 

Retail jewelers are reasonable—they don’t expect or 
ask the impossible, nor do they condemn everyone for 
the sins of some, but they’ve been quick to sense unfair- 
ness or high-handedness, and those houses that have been 
guilty of it, or have given the impression of it, are going 
to hear from it, when the retailer is again in the driver’s 
seat, 

Principal cause for resentment is the widespread be- 
lief that certain firms have not been fair in the distribu- 
tion of their available supplies of scarce merchandise. 
Unduly large allotments, say many retailers, have been 
given to a favored few. Many complain that some 
houses with goods of a kind that were hard to get have 
withheld a part of them from regular customers and 
used them as bait to open new accounts. Nearly half 
of all the stores questioned—45 per cent—registered 
complaints of this sort. 

Possibly some of this feeling may not be justified by 
the actual facts. Possibly, at least in some instances, 
the supplier may actually have been perfectly fair with 
his old customers but has failed to get the true facts of 
the case across to them. In times like these when every- 
one is inclined to be a little more edgy and suspicious 
than usual, it’s highly important not only to do the right 
thing, but to see to it that people know you’re doing the 
tight thing. 


WANTED: CONCRETE INFORMATION 


Running all through the replies in this survey was the 
note, “Why don’t suppliers keep us better informed? 
Why don’t they give us more of the specific facts of 
what they’re doing, instead of meaningless generalities >” 

Manufacturers who have been distributing their goods 
equitably should see to it that their customers really 
know the facts. 
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Other things which jewelers say have incurred their 
ill-will are what they feel to be unjustified price in- 
creases, including withdrawal of long-established dis- 
counts, and failure on the part of some of even the sup- 
posedly reputable firms to keep their goods out of black 
market channels. Several spoke of having been unable 
to buy certain merchandise from the primary supplier 
and then of having it offered to them by unknown ped- 
dlers. 

Others kicked about having been forced to buy goods 
they didn’t want in order to obtain a supply of the 
scarcer things that they needed. Another frequently en- 
countered cause of displeasure is what retailers describe 
as the arrogance or indifference of some suppliers—a 
“take it or leave it” attitude on the part of those who 
were eagerly seeking their business a few years ago, 
and will be seeking it again some day—perhaps in vain 
unless they quickly mend their ways. 

The replies to the question of whether these criticisms 
applied more to some classes of goods than to others 

(Please turn to page 160) 





HAT do retail jewelers want to have man- 
ufacturers tell them now about post-war 
products and programs? Here is the ne 
they answered a question on this point, whic 
was appended to the accompanying survey. 
46.6% said—Everything the manufac- 
turers can tell us. 
10.7% ‘ —What their distribution 
policies are going to be. 
Will they sell direct or 
through wholesalers? Will 
they confine distribution 
to legitimate dealers? 


10.7% ' —What are they going to 
have in the way of new 
products or designs? 

8.4% " —What will their price 
ranges be? 

4.0% °' —What will they give us in 
the way of sales plans and 
dealer helps? 

3% " —How soon ofter the war 
will they be able to give 
us goods? 

4% ' —"Facts—not generalities." 

7% " —Nothing—It's too soon to 


know what the situation 
will be. 
5.6% did not answer the question. 











125 








Do this window in the colors of your own local high school; 
those slanted risers are novel—paint them light and bright! 


There’s a Lot That Meets the Eye 


In a Super Sales Technique 


Now’s the time when short-cuts to selling count! 


‘sub’? for salesmen away in service. 


Your windows can 


They'll do everything 


but put the money in the cash drawer — if you treat ’em the right way! 


HE fact that the full potentialities of the visual 
presentation of merchandise are only beginning to 
be realized by the display profession itself was demon- 
strated at the recent Visual Merchandising Council pre- 
sented under the direction of the National Association 
of Display Industries at the Hotel Pennsylvania, New 
York. 
This is the first of such forums to be held and it is 
planned to make them an annual event. The keynote of 
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the meeting was the fact that display is, or should be 
considered, not merely the craftsmanship job of showing 
merchandise attractively, but a definite part of the store's 
selling program—a selling department of the store. 

With adequate observation, research and compilation 
of data, it may even become possible to contribute 
through display, or rather visual selling, means of re 
ducing selling and operating costs of individual stores, 
at the same time increasing merchandise turnover. 
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by VIRGINIA DIXON 














Sopphires gleam against a 
oq sky for this September 
birthstone display. White and 
blue—a striking color scheme. 


he 


The representation at the meeting was primarily in vancement in the profession may be expected to come. 
the field of department store selling, but the principles But with the growing recognition of the part that visual 
indicated hold just as true for the smaller retail store, presentation can play in any merchandising program, 
including the jewelry store. Department stores have smaller stores, particularly in the post-war market, will 
been among the first to recognize to some degree the find it vitally necessary to investigate and utilize these 
importance of this department and to allocate a definite principles for themselves. 


budget for its financing, and consequently it is through This will require a new manner of thinking of the 
the efforts of their personnel that any organized ad- (Please turn to page 162) 
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Lazy summer days are over, 
and it's time to wake up and 
have a party, says this gay 
display. Step right up, folks— 
we have the "fixings" you need! 
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Inventory Your Inventory Methods 


A stock-taking every three or four months is advised; here are short cuts; 


By FRED MERISH - 


ANY jewelers today are starting to give some 
pretty serious thought to their inventories. Now 
that the wild rush by the public to buy anything and 
everything has somewhat subsided, and supply is begin- 
ning to catch up with demand, the wise merchant is 
taking steps to keep his stock within reasonable limits. 
He recognizes that if his sales are going to slow down, 
his purchasing must no longer be merely a matter of 
taking everything he can get, but must be closely geared 
to his inventory and current demand if he wants to avoid 
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It saves time if you take inventory by location. This sheet, perhaps for "showcase No. |," provides 
for data on all stock contained in that particular showcase, with total cost and retail price at bottom. 


these record sheets ean be altered to fit your special needs 























having his capital tied up in a big stock of slow-moving 
or downright unsalable goods bought at high prices. 

To exercise the control over inventory that is needed 
today, an efficient and thoroughly practical inventory 
system is the first step. The subject divides itself 
naturally into two phases: 

1) .The recording of inventory. 

2) The computing of inventory. 

Both phases must be handled competently ; otherwise, 
the computation of stock on hand, of income, and of net 
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ganagerial 


will be inaccurate, giving an erroneous slant on 
fitness and providing a weak foundation 


ypon which to budget future operations. This article 


concerns 


only the recording phase of inventory, outlin- 


ing the fundamentals of a system that is both simple 
and practical. Jewelers who follow the routine sug- 
sted here, which is based upon extensive field study, 
yill find it provides a short-cut to inventory accuracy 
and economy, and also minimizes inventory loss. 

From the standpoint of clerical recording, there are 


three types of inventory: 


1) Physical. 


2) Estimated. 

3) Perpetual. 

Physical and estimated inventory are essential to the 
efficient management of a retail jewelry store. Per- 
petual inventory is too elaborate and involved to be 
practical in the average retail jewelry store. Stock con- 
trol, discussed in the June, 1941, issue of JEWELERS’ 
Circutar-Keystone, is not perpetual inventory, as 
many jewelers imagine, because it shows only the stock 
on hand pér individual item, whereas, perpetual inven- 
tory keeps a running balance of total stock in dollars 

(Please turn to page 164) 





Location 


INVENTORY RECORD 





Items 


Cost 


Retail 








Showcase #1 
Showcase #2 

Wall cabinet #1 
Wall cabinet #2 
Wall cabinet #3 
Wall cabinet #4 
Window #1 

Window #2 
Display table #1 
Display table #2 
Safe 


Repair Department 


Stockroom 
Basement 


This inventory record is re- 
capped from the location 
sheets. For example, if the lo- 
cation sheet pictured on the 
facing page covered merchan- 
dise in showcase No. I, the 
items, cost and retail totals 
should be transferred to the 





Totals 








first line. The listings at the bot- 
tom of this form supply impor- 








tant operational information. 





Inventory cost 
Book figure 


Average mark-up 
Budgeted mark-up 


Was inventory difference traced? 


Explain difference 


Date 





If the store is depart- 
mentalized, the “loca- 
tion sheets" are filed by 
departments and the 
data are summarized 
on this sort of inventory 
record. Difference be- 
tween "cost" and "re- 
tail" indicates whether 
the jeweler adheres to 
budgeted mark-up. Dif- 
ference between "cost" 
and "books" represents 
‘erage or shortage. 
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Shortage 
Overage 


Signed 











Department 


INVENTORY RECORD 





Items 


Cost Retail Over Short Books 





Jewelry 

Precious gems 
Glassware 
Pottery 
Silverware 
Watches 

Wedding rings 
Men's jewelry 
Typewriters 
Electrical goods 


Gift and art wares 


Repair Department 








Totals 
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Better Floors—The Foundation 


For Better Customer Traffic 


NCE, a watch was considered adequate if it told 

time correctly, no matter how cumbersome and 
heavy it was or how unattractive its design. Then came 
styling; and the modern watch—beautiful and wafer- 
thin—presents a sharp contrast to the timepiece of an 
earlier generation. 

If the parallel may be permitted, floorings have un- 
dergone a somewhat similar evolution. Formerly, a floor 
was just something to walk on. Then came styling in 
floors. Today, as the modern jeweler well knows, the 
floor is a basic part of the decorative atmosphere of a 
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e Third in a timely 
series on **Planning 

Tomorrow’s Jewelry 
Stores Today” 


by LEON L. KLAUS 
Of the Armstrong Cork Co, 


Customers are led into the Bunde 
& Upmeyer Co., Inc., in Milwau- 
kee, by an interesting design in 
asphalt tile. It consists of 9 x 18" 
blocks of Travertine in three rows, 
9x 18” blocks of Burgundy Marble 
in two rows, and 9 x 9" Clay Brown, 


store and an important merchandising factor; and an ir 
creasing number of jewelers consider that the floorings 
which best combine all the desirable modern advantages 
for jewelry stores are linoleum and othér resilient 





materials. 








Linoleum is available in a wide range of standard pat 
terns and, in addition, it lends itself perfectly to custom 
design. Its design possibilities are endless and it allows 
the jeweler to incorporate his name, trademark or othet 
individual insignia right into the floor. A properly de 
signed linoleum floor can help to make a narrow store 
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jook wider or otherwise “change the shape” of the inte- 
rior; it can “direct traffic” to certain sections or depart- 
nents; it will impress customers generally with its 
heauty, dignity and quiet comfort. 

Not the least of the advantages of the linoleum which 
will appeal to many jewelers is the ease with which it 
is cleaned and maintained. Dry-dusting and sweeping, 
h waxing at intervals and occasional washing, will 


wit 
preserve its smooth, gleaming surface for years. The 
colors of linoleum go all the way through the material, 


so that the pattern remains sharp and clear as long as 
the floor lasts. 

Linoleum may be installed on virtually every type of 
sub-floor—wood, concrete (if it is suspended 
thoroughly dry) or terrazzo. Unless it is the type made 


and 





View of Blake's, in Freeport, Ill., 
shows how trademarks and other 
devices may be incorporated into 
a linoleum floor. The field is a 
Sienna red Marbelle, with I’ bor- 
der and strip down the center. 
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with “‘safety-back,” linoleum should be installed by the 
felt-layer method which has been used successfully for 
more than 30 years. Under this method, the linoleum is 
cemented over a sound and shock-absorbing cushion of 
lining felt. The use of lining felt is essential over wood 
underfloors because it takes up the seasonal expansion 
and contraction of floor boards and prevents their move- 
ment from splitting the finished floor. Lining felt also 
may be used with concrete or stone underfloors to help 
provide additional warmth, quiet and comfort underfoot. 
Several types of linoleum, however, may be installed 
directly to the sub-floor without the use of lining felt. 
Linoleum may be coved up the side of the wall a few 
‘nches for smart appearance and to eliminate the dirt- 
(Please turn to page 170) 


This linoleum floor contributes to 
the modern appearance of Les- 
ter's Credit Jewelers, in Corpus 
Christi, Tex. The field is blue, with 
strips of canary, white and coral. 


vie 
aed 
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There'll be plenty for you to fight for, and fight against, 
when the lawmakers of 44 states open shop early next year; 


now’s the time for jewelers to get together on vital issues 


by BETHUNE JONES 


EWELERS, although less affected in the past by 

state legislative activity than a number of other 
branches of distribution, may find their postwar plans 
jarred if they fail to heed the pattern of postwar state 
legislation which is now forming and will become clearer 
during the regular legislative sessions to be held next 
year in 44 states. 

Despite the currently excellent financial position of 
the states, the general postwar trend will be toward 
higher levels of state and local taxes. Tax reduction 
hopes based on the fact that the states now have surplus 
funds totaling more than $1 billion appear dim when it 
is considered that far more than this amount will be 
sought in the immediate postwar years to finance bonuses 
and other rehabilitation measures for returning service- 
men, highway construction and other public works, un- 
employment relief, aid to municipalities, broadened social 
legislation, improved educational facilities and a flood of 
other contemplated expanded services. Overall tax re- 
duction may come in isolated instances, but the general 
pressures will be in the other direction. 


COMING: MORE SALES TAXES 


Of direct significance to jewelers are indications that 
a trend away from state income taxes toward sales taxes 
will become more pronounced after the war. As long 
as the federal government steers clear of a general sales 
tax and remains heavily in the income tax field, states 
seeking new revenues have little choice but to follow an 
opposite course. States also are cooling on the income 
tax in the belief it impedes the attraction of new manu- 
facturing industries. 

While some 30 states still collect income taxes, the 
offtrend is becoming increasingly plain. South Dakota 
and West Virginia last year repealed such levies, while 
substantial reductions were enacted in a number of other 
states. Mississippi cut its income tax this year and a 
bill to repeal Kentucky’s income levy was defeated only 
on the basis of immediate revenue requirements. An 
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Think “There Ought to Be a Law?” 
—Your Legislature Meets Soon 









initiated measure to abolish North Dakota’s income tax 
will be voted on this fall. Income tax repeal is expected 
to be an issue next year in several states, including Iowa, 
Oklahoma and Alabama. 


CITIES, TOO, LOOK FOR MORE $ $ 


Meanwhile, interest in new or higher sales taxes is 
reported from several states. A referendum is scheduled 
this fall in Oregon on a 3 per cent sales tax which, if 
approved, will bring to 24 the number of states with 
such levies. A legislative study on the possibility of a 
Virginia sales tax is slated for completion by Oct. 1, 
Louisiana’s 1944 Legislature, in session at this writing, 
was expected to reenact and possibly increase its sales 
tax. An increased sales tax has been proposed in Ar- 
kansas and consideration of such a levy is expected in 
Georgia next year. A higher Michigan sales tax may 
result from a proposed state constitutional amendment 
to give municipalities a larger share. Movements for 
sales tax repeal which will be pressed next year in North 
Carolina and some other states are not regarded as likely 
to reverse the general trend even if successful in some 
instances. 

Added to the threat of higher state taxes are the grow- 
ing revenue demands of municipalities, which are plar 
ning some $4,500,000,000 of postwar capital improve- 
ments with little definite idea where the money is coming 
from. Besides looking to Washington and state capitols 
for aid, municipalities will intensify their plea for new 
revenue sources of their own to augment real estate taxes 


WHO IS TO TAX WHAT? 


Last year one of every 10 communities in the county 
with more than 10,000 population tapped new revenit 
sources or increased existing levies. The trend extendél 
further this year and will turn into a tornado when iit 
time arrives to effectuate the grandiose postwar projeds 
now being blueprinted. Besides a variety of specidl 


levies, general sales and income taxes are now bei 
(Please turn to page 172) 
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the Longines Symphonette 


MISHEL PIASTRO 
Conductor 


NE of many letters from listeners: 
O “This is just to tell you that I sim- 

ply don’t know what I’d do with- 
out the Longines Symphonette. Your 
programs give far more than welcome 
relaxation! To me, they are the thing I 
wait for all day long. Like so many other 
people are, I am going through a hard 
phase of my life; and the half hour of 
beautiful music late in the evening is 
truly a benediction. For excellence and 
elegance in musicianship and choice of 
material, your programs are a source of 
real joy to any listener. My wish is that 


LONGINES-WITTNAUER WATCH CO. INC. your programs may continue as long as 
New York Montreal Geneva the life of a Longines watch.” 


HE WORLD'S MOST HONORED WATCH 
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Crowds Flocked in to See 


Hitler’s “War Bond Braeelet”’ 


by DORIS MOSS 


ITH habitually poor intuition, Adolf Hitler once 

presented a handsome gold bracelet, lavishly set 
with topaz, to Freiderlind Wagner, niece of the great 
composer. Forsaking the Fatherland for freedom in 
America, Miss Wagner appeared on the “We, the 
People” radio program to tell how she had given the 
bracelet to a watch company, highest bidder in War 
Bonds for the jewel. 

Few weeks later, Meyer Rosenbaum, owner of the 
Meyer Jewelry Co. “Treasure Chest” stores in Detroit, 
bought big-space advertising in the newspapers, inviting 
everybody to come and see the curio. The exhibit reaped 
a fine harvest of pictures and special articles in the pub- 
lic press and crowds flocked to the main store. 

Nobody in Detroit was fundamentally surprised at this 
showmanship, because a flair for the dramatic—handled 
with restraint and good taste—has been one of the vita- 
mins chiefly responsible for the growth of the ‘Treasure 
Chest” chain during the last 24 years. There are now 
three Meyer Jewelry Co. stores in Greater Detroit, em- 
ploying more than 80 people. 


Interesting the public in the romantic overtones of | 


what the store has to sell, keynotes the Meyer “Treasure 
Chest” campaign. While this is recognized as the objec- 
tive of many advertisers, consider the ways in which 
Meyer Rosenbaum and his advertising agency, Bass- 
Luckoff, specialists in the jewelry field who have been 
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Current window showman. 
ship at Meyer Jewelry Co, 
spotlights a series of Ser. 
vice Man and bride figures, 
Here are Marine and bride 
on miniature love - seat. 


Meyer Rosenbaum 
of Detroit's " req 
Chest" stores, part of whose 
selling technique js to j 

terest the public. nd there. 


after keep them interested 





building with Mr. Rosenbaum for more than 10 years, 
approach the problem: 

Brochures, announcing display events of all kinds, are 
sent to large proportion of Meyer customers. The news- 
papers always carry advertisements promoting the event, 
inviting the public to attend. The Hitler bracelet merely 
typifies the interesting jewelry Meyer Jewelry Co. 
brings to the public attention. Stand-out displays in the 
past have been: replicas of the world’s most famous dia- 
mond, “The Rajah’s Lost Crown,” a miniature reproduc- 
tion of King Solomon’s Court, consisting of ivory figures 
studded with precious stones; a jeweled good luck ele- 
phant; a jeweled sceptre; and a 15th Century frigate 
ship. All these exhibits, successful as they have been in 
attracting attention, are now on display at the main store. 

The newest in display backgrounds for windows is 
also a Meyer trade-mark. An attention-getting innova- 
tion is in use at this writing. It is an animated display, 
featuring soldier, sailor and marine figures, authorita- 
tively costumed despite their miniature size. Each is en- 
sconced on a tiny love-seat beside a smartly-gowned girl. 
Seasonal background and jewelry mementos of all kinds 
complete the display. Such eye-catchers rivet attention, 
even from casual passers-by, on the windows. 

The stores count tangible rewards in interest stimu- 
lated by unusual displays. While the influx of visitors 
(Please turn to page 204) 
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NSON LIGHTER 
ACCESSORIES 


BEST FOR 
ALL LIGHTERS 














ad-To Sell’ 


a; 





When the vast and growing army of lighter-owners 
(both military and civilian) prefer one brand of lighter 
accessories—when, regardless of what lighter they own, so 
many of them say, “We demand RONSON*REDSKIN 
Flints’, RONSONOL Fuel and RONSON Wicks to get 
the most out of our lighters”—¢hat’s the brand you can 
d which will bring you sub- 
rstomer satisfaction and profit. 








be proud to sell—a 
stantial store traffic, ‘4 


AVOID FERIOR IMITATIONS 


War-time production conditions necessitate that orders for RONSON 

Accessories be placed in advance. Mail yours today or write for 

complete information: Art Metal Works, Inc., Newark 2, N. J 
*Trade Mark Registered 


FOR ALL LIGHTERS ose 
tees Sid oo WS 
>) RELEASE. . it’s out! 


RONSON’ 


af S * 
LIGHTER ACCESSORIES 


by mokers af RONSON, World's Greatest lighter 








LIFE, SATURDAY EVENING 
NATIONALLY ADVERTISED IN pos couee's, useery. 


ESQUIRE, CLICK, OUR ARMY, OUR NAVY, U. S. COAST GUARD, LEATHERNECK 


Make Your Dollars Fight ...Buy War Bonds 





= 


RONSON & REDSKIN* 


‘FLINTS’ 
The distinctive “REDSKIN” 
coating is a guarantee of high 
quality, extra@-length, tempered 
hardness, shkowWers of sure-fire 
sparks, freed6m¥rom powdering. 


3 in an envelope Retail 10¢. Counter display card 
holds 24 envelopes of ‘flints’ or 18 of ‘flints’ and 6 
of wicks. Also packed in Glass Vials (40, 100 and 
200 ‘flints’) especially for §ervicemen going over- 
seas. Also in slide-d¥a@wer?.safe-deposit “Five- 
Flinter."” Retail 15¢. inter lay board holds 
24 “Five-Flinters.” . 


RONSONOL FUEL 
Lights instantly, lasts longer and 
burns with a clean, steady flame. 
Pleasingly scented, too. In de- 
mand wherever lighters are used. 
Four fluid ounces in bottle. Retail 25¢. 


RONSON WICKS 
High-absorption, extra-length. 
Scientifically made for full capil- 
lary action—light quickly and 
burn evenly. 


1 wick, with Inserter, in envelope. Retail 10¢. Self- 
selling display card holds 24 envelopes of wicks. 


RONSON SERVICER 
A convenient kit of all necessary 
Accessories to keep a lighter in 
first-class working order for a 
long time. 


Contains one 4-oz. bottle of RONSONOL, three 
extra-length RONSON * REDSKIN ‘Flints'; RONSON 
Wick with Inserter; RONSON Spark Wheel Clean- 
ing Brush; general instruction book. Retail 50¢ 
complete. 
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RANCE was mistress of Europe during the long and prosperous reigns of Louis XIV and his 

great grandson Louis XV. She was also mistress of fashion. Some design themes that. were 
favorites 200 years ago at the gay French court reappear in the eight sketches shown on this page 
—seventh in a series on “Great Design Influences of the Past” by Sol P. Kaufman, jewel stylist 
of 562 Fifth Ave., New York. Note, for example, the high modeling of the entire work, the 
lavish use of ornamentation, the stylized leaves and feathers, the entwined bows and flowers, the 
feeling of lively movement. The stones are cabochon rubies, usually in gold nailhead setting, with 
diamond trimming in some of the pieces. 
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LE Pe FT EF TRIANON 


The time of Louis XIV was truly the Age of Elegance. Le Petit Trianon and 
the other palaces this King of France built at Versailles were the scene of state 


affairs more lavish, more spectacular than had ever before been conceived. 


There, lovely ladies, bejeweled in Rubies and other precious stones, engaged in 





court intrigue with rulers and diplomats, and behind their cryptic smiles con- 


le Ne 


cealed secrets that changed the destinies of nations. Since the time of Louis XIV 


the popularity of Rubies has never waned. Here at Stone Headquarters, you will find 


a representative collection of Rubies and all precious and semi-precious stones. 








S - NATHAN & CQO? INC 
610 Fifth Avenue, New York 20, New York 
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There'll be no con- 
fusion if you list all 
jewelry; have the 
same person __in 
charge at all times. 


Give Your Own Bridal Fashion Show 
To Sell Diamonds for the Bride 


IAMONDS and romance go together. A bride’s 

diamond engagement ring and diamond wedding 
ring are her most cherished possessions—they symbolize 
her courtship and married life. And nothing is more 
suitable as a gift to the bride, from the bridegroom or 
her family, than a delicate diamond clip or brooch that 
can be worn on her wedding gown. Diamonds and wed- 
dings just naturally go together. 

Why not make the brides-to-be in your town diamond 
conscious? You can do it with a bridal fashion show. 
Everyone is familiar with fashion shows playing up the 
newest in wedding finery. You can center a bridal style 
show around the unity of diamonds and wedding gowns! 

On behalf of De Beers Consolidated Diamond Mines, 
N. W. Ayer & Son, Inc., New York advertising firm, has 
issuéd a pamphlet to help you do it. In fact, “The 
Bride and Her Diamonds Take the Stage” not only gives 
complete instructions on how to hold a successful fashion 
show; it is full of dynamic ideas to make your show an 
exciting piece of salesmanship. 
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Diamonds ean make a bride lovelier— 
prove it to the girls in your 


town with your own bridal style show 


Join forces with a bridal shop in your town, or with 
the bride’s department of one of the top women’s wear 
stores. 

Before you go ahead with your plans, better check 
your insurance. Does it cover jewelry outside your 
shop? Maybe you'll need extra insurance protection. 
Perhaps you'll need a plainclothesman on guard at both 
the fashion show and the photographer’s where you'll 
have preliminary publicity shots taken of the models in 
all their finery for use by your local newspapers. 

Of course you want your diamond jewelry to have 
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siot engagement rings. 

lished in four colors in 


«0 magazines by 
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ae Associated Companies. 
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One-half carat 65) $225 to $450 


One carat €) $650 to $1000 
Two carats © $1650 to $2750 


= 


Facts About Diamonds: 


These are average current 

prices for unmounted quality i 
diamonds, including federal : 
tax. (The exact weights shown 
occur infrequently.) Size 
alone does not determine 
diamond values. Color, 
cutting, brilliance and clarity 
have an equally important 
bearing. You should have a 
trusted jeweler’'s best 

advice at all times when 
buying diamonds. 





Industrial Diamonds— 
a key priority for high-speed 
war production—come from 
the same mines as gem stones. 
Millions of carats are used 

in United States industries 
today. The occasional gem 
diamonds found among 

them help defray production 
costs for ali these fierce little 
“fighting” diamonds. 
Consequently, there are no 
restrictions on the sale of 
diamond gems. 


“"MAUDE,** PAINTED BY FRANKLIN WATKINS FOR THE DE BEERS COLLECTION 


C biel oth heal os oo et 


ye between you always—shine clear and confident through every lonely hour. One day you'll find 





: pee doubly precious for this bright vigil of courage and reassurance—when it flames with joy fer the 


fulfilled pledge of life and love guarded in its brilliant depths since time began. 


H.W. AYER & SON De Beers Consolidated Mines, Limited, and Associated Companies 
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just the right setting, look its loveliest, and get the 
proper publicity—that’s the reason for having the show. 
Here are some of N. W. Ayer’s suggestions for keeping 
everything connected with your precious pieces running 
smoothly : 

Be sure diamonds and dresses harmonize—both jewel- 
ry and gowns must have that “made for each other” 
look. Don’t just stick a pin, kerplunk, on the shoulder 
of a fussy, ruffle-necked dress and expect both to look 
their best. 


_ DON'T FORGET RING SIZE! ee 


When the model’s measurements are taken, be sure to 
include ring size! And don’t forget the bride wears her 
engagement ring on her right hand on her way to the 
altar! 

So that there will be no confusion—with the result 
that somebody mislays an expensive diamond bracelet or 
weaxs the wrong jewels—arrange your jewelry system- 
atically for the show, photographer’s, or any rehearsal 
where it is needed. 

Ayer says, “List the jewelry so that you can readily 
identify individual pieces by number . . . to facilitate 
final work sheets for photographs and show.” 

At the photographer’s, gowns and jewelry should be 
arranged in the order in which they are to be worn. “The 
jewelry is the last to go on and first to come off. Have 
a special table for it. Instruct the model to stop there 
when she is completely dressed before going in front of 
the camera and immediately following the taking of the 
picture.” 


HANDLE WITH CARE 


“Precious jewelry, like all fine merchandise, must be 
handled with extreme care. It pays to talk informally 
to your models and give them friendly instructions. 
Make it clear that they are not to touch the jewelry, and 
introduce them to persons in charge who know exactly 
when, how and where to put the pieces on and to re- 
move them.” 

And when it comes to the show itself, says the pam- 
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Why not feature the bridal gowns of other wars? Here is a colonial 
soldier and his. bride—note screen for jewelry photos in background. 





Fashion shows made easy! Booklet 
tells how to doit; gives 


pointers on diamond salesmanship 


phlet, set up “two tables for the jewelry, one at each 
side of the dressing-room entrance, each in charge of 
the same person who handled the jewelry at the photog- 
rapher’s. Lay out all the jewelry in order on the right- 
hand table. An assistant stands there to fasten the 
jewelry on each model when she is ready. As the models 
come off the runway, they stop at the left-hand table, 
where the jewelry is removed before they make their 
next change. Stress the fact that nobody may touch the 
jewelry except those in charge of the tables.” 


AND OF COURSE THE CLOSE-UPS 


Of course you'll want the audience to see the jewelry 
close up. Here’s what “The Bride and Her Diamonds 
Take the Stage” suggests: 

One way is to have page boys or girls, dressed as ring 
bearers, pass through the audience with the jewelry 
fastened to satin or velvet cushions. 

Another suggestion is to have slides thrown on @ 
screen. . . . “A nine-foot screen will accomodate slides 
projected from a distance of 50 to 75 feet in front. The 
screen adds rather than detracts from your background, 
for it supplies a perfectly plain backing. If your stage 
allows it, the slides can be shown from the back on 4 
special type of screen. Slides can be converted later 
into prints for publication purposes. Projector and 
screen may be rented at a nominal fee which also in- 


cludes an operator. The slide, of course, is shown before — 


the bride enters.” 


There’s a great deal mére to putting on a successful 3 
bridal show—and “The Bride and Her Diamonds Take © 


(Please turn to page 179) 
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Wadsworth is heavily engaged in many- 
sided war work. But our steady produc- 
tion of Military Watch Cases and our con- 
stant designing of the precious metal 
cases for the future are preserving the 
art of fine watch case development. 


A message to the makers 
and sellers of fine watches 










When fine watch movements and 


fine watch cases are perfectly mated 


Happy is the customer who is pleased with 
his watch. Pleased because he bought that 
watch on faith. Faith in the name on the 
dial . . . faith in the jeweler who sold it to 
him. And it’s an unusual customer who 
knows that movements and cases are made 
by two separate concerns. To him a watch 
is one unit—not two—it either pleases him 


or it doesn’t. 


That’s the reason makers of fine watch 


movements and reputable jewelers select 


Yadsworth 


Wadsworth watch cases. They know that 
Wadsworth gives their fine movements 
both protection and beauty. Experience has 
taught them that the name Wadsworth is 
synonymous with metal-handling skill. 


Complete harmony between the move- 
ment and the case results in good will 
all around. For one pleased customer 
makes many friends for the famous name 
on the dial of his watch, and for his 


jeweler. 
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War Causes Dip in U.S. Gem Mining, 


1943 was a bad year for people who mine and cut America’s native gems; 


shortage of tires and gas reduced week-end trips to mine areas 


and to local lapidaries; interesting possibilities seen for Wyoming jade 


S. gem production—never a great shakes prop- 
@ osition—dwindled last: year. The value of all 
stones, before cutting, was not more than $67,000, a big 
drop from 1942, when about $150,000 worth was used 
in jewelry (mostly handcraft curios, sold to the tourist 
trade. ) 
Reasons for the decrease, cited by Sydney H. Ball in 
his annual review of gems prepared for the U. S. Bureau 
of Mines: 


—Professional gem miners turned to the mining of 
one or more of the strategic minerals. 

—Amateur collectors did not have enough ‘g@soline, or 
tires to rush out)over the week-end to well known mineral 
deposits. 


—The best customers of the trade, touring automobil- 
ists, were, for the same reason a tradition. 


Montana led the states for gem production, followed 
by California, Wyoming, Oregon, Washington, Colorado 
and Idaho, * 

Of Montana, Mr. Ball said: 


“The sapphire industry produced about 20,000 ounces 
of sapphire worth some $20,000. The Perry-Schroeder 
Mining Co. of Helena was the principal producer. 
Charles H. Carpp of Philipsburg was also a producer. 
Although a small part of the product was of gem grade, 
practically all of it was sold for cutting into watch- and 
instrument-jewels. Toward the end of the year, synthetic 
corundum undercut the natural market badly.” 


Another $20,000 worth of production was noted for 
agate and other quartz species. Washington, Oregon and 
Idaho, principal sources, noted a considerable reduction 
from previous years’ production. 


One place where activity increased was the recently 
discovered jade area in Wyoming, which the State 
Geological Survey will examine this summer. 

“Perhaps $15,000 worth of Wyoming jade was sold in 
1943,” says Mr. Ball. “Nephrite occurs mainly as 
boulders and pebbles, some of them large, on the hill 
slopes near Lander. It also occurs in place. The better 
material, green translucent nephrite, brings as much as 
$5 a pound, although the 4,000 pounds sold to lapidaries 
brought but $3 a pound. 


“Several large boulders, one weighing over 8,000 
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Here's the 2410-pound boulder of Wyoming jade bought by the 
Chicagp Museum of Natural History. This picture was made in @ 
granite cutting establishment, before boulder was polished on side, 


pounds, were found in 1943. A boulder weighing 2,410 
pounds and polished on one side is now on exhibit at the 
Chicago Natural History Museum. Some of the material 
is being stocked, in the hope of selling it to China after 
the war to be cut into objets d’art. Although most of 
the Lander material is nephrite, the Bureau of Mines 
reports that some of it is white jadeite.” 


Turquoise production languished last year, with pro- 
duction from a few mines in Colorado, Arizona, New 
Mexico and Texas. 

According to,information from Utah, that state yielded 
some good plume agate at Jericho, fortification agate 
near Levan, variscite at Lucin, “some superb malachite 
and azurite” near St. George, and black obsidian with 
white christobalites near Black Creek. 


The Down East state of Maine continued to be an 
interesting, though unimportant, source for a number 
of different gemstones, including purple apatite (Green- 
wood), beryl approaching a light emerald and golden 
beryl (West Peru), fine golden beryl (Waterford and 
Brunswick), white caesium beryl and rose quartz’ 
(Newry) and aquamarine and asteriated rose quartz 


(Albany. ) 
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Specialists in the cutting of Square and Emerald Cut Diamonds 


H.& J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N. Y. 
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Heavy line shows U. S. imports of industrial diamonds, by carats, 


average price per carat. Note that while imports soared, the average price of the stones decreased. Car- 
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1919 through 1941. Dotted line indicates 





bonado was the chief type of import through 1929, succeeded by bort in 1930 and by crushing bort in 1938. 


Industrial Diamonds at Peak Use 


Probably ten million carats of “fighting diamonds”? were sold 
in the U. S. last year — about five-sixths of the world’s consumption; 





getting only a trickle of diamonds, the Axis turns to substitutes 


by SYDNEY H. BALL 
Of Rogers, Mayer & Ball, mining engineers 


Qe DAVID BREWSTER, writing in 1835 (Philos. Maga- 

zine, Vol. VII, Oct. 1835, pp. 245-50), states: “Had the 
diamond not been placed at the head of the mineral kingdom, 
from its unrivalled lustre and high value as an ornamental 
gem, it would have attained the same distinction from its great 
utility in the arts.” 

The use of the diamond industrially thereafter slowly 
expanded for a century, then in the decade just past by 
leaps and bounds. It was, however, not generally realized 
that the mineral was vital to our war economy until, as a 
result of a letter dated November, 1938, sent by the writer 
to the Mining and Metallurgical Society of America’s meeting. 
on Strategic Minerals (Bulletin M.&M.S.A., Vol. XXXI, p. 
120), industrial diamonds were added to the list of critical 
minerals. War could be carried on without diamonds, for we 
do not shoot them at the enemy, but all processes of grinding 
would be prolonged six to 12 times the present rate and, of 
course, the exceedingly fine wire necessary for many military 
instruments could only be drawn through diamond dies and 
the fine tolerances which permit interchangeability of all parts 
in the same model of a thousand engines would be impossible 
without diamond-pointed tools. Without the diamond, auto- 
mobile or aeroplane engines could not be made accurately 
enough to be driven at their present speeds. There is no im- 
portant war weapon used today by our forces, in the manu- 
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facture of which the diamond is not used and by which the 
manufacture is not speeded up. 

On March 6, 1944, the War Production Board stated that 
in the first quarter of 1943, 2,450,000 carats of industrial dia- 
monds were sold in the United States; 2,326,000 carats in the 
second quarter, and 2,525,000 carats in the third quarter. This 
suggests sales for the year of about 10,000,000 carats, of which 
82 per cent was crushing bort. Stocks of the latter are 
relatively low, as are goods suitable for thread grinders and 
dies. For the latter, however, gem stones can be used, at an 
added cost. Sales in 1941 were 3,563,000 carats and in 1942, 
7,833,000. World sales in 1943 must have approached 12,500, 
000 carats, or, say, 160 per cent of current production. Mr. 
Richard J. Lund’s statement before the Mining Congress on 
January 27, 1944, “Industrial requirements for diamonds in- 
creased from five to ten times those of pre-war levels,” is 
therefore understandable. 

Luckily, in this war the United States is relatively ade- 
quately supplied with industrial diamonds. As to our supply 
for the next war, we are in the dark. We produce none; Latin 
America produces a modicum; adequate supplies can come 
only from Africa. After this war is over, our governments 
should have a stockpile of industrial diamonds adequate for 
the next emergency. 


At the present phase of World War II, we are apparently 
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: the industrial diamond business was farsighted and built 
, relatively large stock. The Industrial Diamond Branch 
the Miscellaneous Minerals Division of the War Produc- 
Board (Mr. Fred Rockwell, Chief) also, through aid ren- 
by subsidiaries of the R.F.C., accumulated a sizable 
. It also took measures at least to stabilize, if not in- 
crease, the bort production of the Belgian Congo. Further, 
as Richard J. Lund, Director of the Miscellaneous Minerals 
Pivision (W.P.B.), stated in evidence before the Senate on 
March 31, 1943: “Arrangements have recently been concluded 
by B.E.W. to transfer large reserve stocks to Canada, which 
can be drawn upon to meet extraordinary demands of the 
United Nations. At the same time, the United Kingdom has 
to bend every effort to supply current requirements 
from present production in order that these reserves may be 
maintained. This Canadian reserve plus stocks held by indus- 
try and by Government will amount to a supply of more than 
two years under the greatly expanded 1943 requirements.” 
Certain categories are, however, not overly abundant. 


NAZIS MAY USE GEMS FOR WAR 


The United Nations have under their control and available 
to them all but one-tenth of one per cent of the world’s pro- 
duction of industrial diamonds. To wage a long world war, 
one one-thousandths of the new supply of a critical mineral 
is inadequate, to say the least. Hence, we surmise that our 
enemies, Germany and Japan, are desperately short of in- 
dustrial diamonds. Both countries built stockpiles before the 
war, but by now these must be sadly depleted. Germany is 
desperately attempting to smuggle diamonds from Latin 














America and from the United States. Small amounts, doubt- 
less, escape the Allies’ blockade, and Germany may be sub- 
stituting gem stones for industrial stones. We know she is 
using extensively metal carbides in place of diamonds, even 
in truing wheels, and diamond impregnated metals for pur- 
poses for which we use diamonds. 


Sir Ernest Oppenheimer, at the 54th meeting of DeBeers 
Consolidated Mines, Ltd., emphasized, with diamond economics 
such as they are today, a very large proportion of the pro- 
duction, by weight, is crushing bort and other industrial grades 
and but a small part, say, one-fifth, cuttables. He therefore 
proposes to retain the weight “carat” for gem stones and to 
use “kilogram” for crushing bort. No unit is designated for 
the higher grades of industrial stones, but it is inferred, since 
some of them sell at a higher price than cuttables, that the 
carat will be retained in dealing in them. By September, 
wholesale lots of crushing bort had arrived in this country in 
kilogram units. Thirty or 40 years ago, when industrials 
were an unimportant factor in the trade, there seemed little 
reason for a fine distinction between the two but today, with 
the greatly increased importance of industrials, a differentia- 
tion between the two is perhaps worth while; certain it is that 
some diamonds are physically so unattractive that they can 
be used only industrially; certain others are $0 beautiful that 
it would be a sacrilege not to use them for adornment. ' Be- 
tween the two is a large intermediate group which will be 
used industrially or as gem stones, according to the economic 
condition at the moment in the diamond industry. 

The American industrial diamond merchant, however, will 
continue to make his sales in carats and has shown but little 
interest in the proposed innovation. For the smaller mer- 
chant, the kilogram is a unit too large for his transactions. 
However, inasmuch as the American industrial diamond mer- 
chant has successfully spent time and money in proving dia- 
mond dust to be the super-abrasive, he (unless he also hap- 
pens to be a manufacturer of artificial abrasives) resents it 
being classified with “carborundum, silicon, carbide,” etc., sub- 
stances having less than half the hardness of the diamond. 


RESEARCH INTO USES AND METHODS 


Of the United Nations, the United States, Great Britain 
and the Union of South Africa are self-suffitient in the manu- 
facture of diamond tools, wheels, etc. Russia, while she im- 
ports some tools, also imports industrial diamonds, per se; 
Canada looks in part to the United States for her tools, and 
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Australia to Great Britain or South Africa. In the United 
States, South Africa and Great Britain, new companies are 
being formed or old factories expanded. Early in 1943, the 
Diamond Tools Advisory Committee was formed in England 
to increase the use of the industrial diamond; it will pool 
the knowledge and solutions sought for the problems presented 
to it by the Ministries. 

A Research Department was established late in 1943 by the 
Diamond Trading Co., Ltd., under the management of Mr. 
Paul Grodzinski. Its information service is available free of 
charge to users of industrial diamonds or others interested. 

The National Academy of Sciences, in conjunction with the 
Diamond Branch of the War Production Board, started an 
investigation as to the most effective use of industrial dia- 
monds in war industries and how the useful life of diamonds 
can be prolonged (an industrial lasts a year or less). On 
September 22, 1943, Dr. Harry Whittaker, in charge of re- 
search, made a report from a digest, of which the following 
extracts are made: 

“More than a year ago the statistics on industrial diamond 
supplies and estimated production seemed to indicate a pos- 
sible shortage of stones generally accepted as suitable for 
grinding-wheel trueing. * * * 

“According to the report of Dr. Whittaker on behalf of 
the committee, investigation was initiated by a survey of the 
technical literature and of the practices on which industry 








How to Get Complete Information About Diamonds in ‘43 


The information presented here is only a small part of a thor- 
oughly complete and up-to-date study of the diamond industry, 
which has been prepared exclusively for THE JEWELERS’ CIRCU- 
LAR-KEYSTONE by Sydney H. Ball, internationally recognized dia- 
mond authority. 

The entire 30,000-word report, with tables on production, con- 
sumption and prices and further information on industrial diamonds, 
has been printed as a booklet, available at 50 cents a copy. Send 
check or stamps for your copy to THE JEWELERS’ CIRCULAR- 
KEYSTONE, 100 E. 42nd St., New York 17, N. Y. 




















has more or less standardized in the manufacture and wheel 
dresser tools. * * * With the assistance of experienced indus- 
trial diamond sorters three groups of stones covering a price 
range of from 70 cents a carat to $18 a carat were selected. 
One group, comprising six classes of industrial diamonds, rep- 
resents the higher quality and scarcer stones which are pre- 
ferred by industry and tool makers for grinding wheel dress- 
ers and which is to furnish the comparative standards for 
performance by which the suitability or unsuitability of sub- 
stitute stones is to be judged. Another group is made up of 
stones from nine classes of Industrial Series and two classes 
of Cleavages. This group is expected to yield many usable 
substitutes. A third group consists of selected stones from 
crushing bort parcels. To insure that each stone be truly 
representative of its class the selection of the stones was left 
to the trade itself. * * * 

“Investigation into some erratic wear rates observed on 
different test runs with a given stone revealed them to be 
connected with the crystallographic orientation of the diamond. 
As a result routine analysis of the character and position of 
the flat formed on the diamond during grinding was made on 
all stones after each test run and it was eventually deter- 
mined that diamonds wear more rapidly by an average of 
about two times on the ‘soft’ direction than on the ‘hard’ 
direction. The difference in the behavior of the two direc- 
tions is well known in the gem industry and the observations 
made in the report may encourage tool makers to study the 
problem of utilizing the directional properties of diamonds 
by setting them in definite relation to their crystallographic 
axis and indicating the ‘hard’ direction on the tool. It is 
realized, however, that the question of positively identifying 
the direction remains yet to be solved. 

“In the comparative tests in which two groups of lower 
quality stones were examined against stones of the ‘Standard’ 


(Please turn to page 156) 
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AL the beautiful words are in the dictionary ... but it takes 
a Shelley, Keats or Shakespeare to compose 
these words into unforgettable passages of perfect beauty 
... and so it is with a fine diamond. 


Baumgold master diamond cutters apply precise mathematical 





| planning and scientific knowledge to achieve 

| perfection in cutting. All 58 facets are cut 

| at sneuianvtonlty perfect sigan, expertly calculated 
| to assure.maximum brilliance and beauty. 

| The Baumgold tradition of perfection has been 

| carried on through the years patiently and determinedly 

| by craftsmen of superb skill. Their pre-eminence 


in this field was not born... it was made. 









BUY WAR BONDS 


AIMCO) D BROS-w 


62 West pith Slrecl + New Devk Gly 


Los Angeles Office: 220 West 5th Street 





AFFILIATES: Diamond Tool Research Co., manufacturing diamond tools for vital war industries. 
Quartz Products Co. of New York, manufacturing highly important parts for war communications. 

















temperature adjustment. 1. Altering 


locations of weights on segments of 
a bimetallic balance, to obtain by 
experiment the proper amount of 
correction, by the balance, of the 
slowing effect of heat, and the 
quickening effect of cold on the 
timekeeping rate of the hairspring. 
2. Altering the proportions of act- 
ing parts, or the amount of mer- 
cury, in compensating clock pen- 
dulums, to obtain uniformity of 
timekeeping in varying degrees of 
atmospheric heat and cold. See 
COMPENSATION ; PENDULUM. 


tempering. Reducing the hardness of 


hardened steel, by gradual heating 
to stages less than annealing heat. 
The control in tempering is (1) by 
observing changes of color on sur- 
face of steel, from shades of yel- 
low, then gradually darker, through 
brown and purple to blue, as heat- 
ing is continued; (2) by the effect 
of heat on oil surrounding the 
steel—the changes in smoke, flame, 
etc.; and (3) in manufacturing 
quantities of work, by using heat- 
indicating instruments, like a py- 
rometer. Usually steel that is hard- 
ened and tempered is described 
simply as “tempered” steel. See 
HARDENING; PYROMETER; STEEL. 


Terry, Eli. 


faces at the end of the crystal. One 
may speak of a terminated beryl 
crystal, by which is meant a more 
or less unbroken crystal with ter- 
minal natural plane faces, rather 
than a broken end or a polished 
end. Terminated crystals are far 
more desirable from a collection 
standpoint than unterminated crys- 
tals. 

One of the pioneer Con- 
necticut makers of wooden-move- 
ment clocks, 1772-1852. Inventor 
of the shelf or mantel clock, he 
founded the earliest factory in 
America for making clocks in 
quantities. Most of the “Terry” 
clocks in existence were made by 
Eli Terry’s sons and successors. His 
few earliest clocks, made with 
hand-tools, are rare and valuable. 


testing-needles. Sets of metal points 


tipped with va- 
rious karat- 
grades of gold,= 
for use with, 
stone and acid 
for determining 
the karat-qual- 
ity of gold, 
mostly in mak- 
ing appraisals 
of junk-value of old jewelry and 


Testing 
Needles 





by Kunz to mean topaz or yelj 
jasper, more probably the latte 
thermoluminescence. Luminescen 
caused by heat, too low to 
incandescence. A variety of fluo 
known as chlorophane glows whit 
or green when lightly heated in th 
dark. 
thermometer curb (or kirb). ., 
compensating device for watch 
a bimetallic arm carrying a jy 
which changes its distance from 
fixed pin with any changes of 
mospheric temperature; the oute 
hairspring terminal is in the sp; 
between these pins, which by be 
coming narrower quickens the rat 
or wider, slows the rate, to com 
pensate for effects of heat 
cold on hairspring. See COMPENSI 
TION. 
Thetis hairstone. A colorless qua 
containing tangled balls 
threads of green hornblende, 
name of the sea goddess being, p 
haps, an allusion to a seaweeds 
effect in the stone. 
thick stone and thin stone. Old tern 
referring to table-cut stones whie 
were cut thick or thin according # 
the dimensions of the rough, with 
a view toward preserving the max 
imum weight. 


watch cases. 
test stone. BASANITE. 
tetragonal system (te-trag’on-al). One 


thimble. 1. Cap for finger-end, with 
small pits. over its surface, fo 
driving needle through material 


template. Pattern used for ruling the 
form of work to be done on a piece 
of material; for example, in mak- 








ing a new flat spring the parts of 
a broken spring may be cemented 
together to the sheet steel and used 
as a template, to scribe the outline 
for sawing out the new spring. 


templet facet. Another term for bezel 


facet. 


Tennant diamond. A large yellowish 


African diamond weighing 112 
carats in the rough, which came 
into the possession of James Ten- 
nant, a London mineral dealer, in 
1873. .It was cut into a flawless 
brilliant of 68 carats. 


terminal curves. The various forms 


given to the outer end of balance 
springs of the Breguet or over- 
coiled type; and (rarely) also to 
the inner end of Breguet springs; 
and to both ends of helical (cylin- 
drical) balance springs in chronom- 
eters. Various specific curveforms 
have been found to promote 
isochronism of vibrations con- 
trolled by balance sprirgs with 
such terminals. See ISOCHRONISM; 
PHILLIPS, EDOUARD. 


termination. In a mineralogical sense, 


a crystal termination includes the 


of the crystal systems, similar to 
the isometric except that one of 
the three mutually perpendicular 
axes is longer or shorter than the 
other two. The characteristic crys- 
tal of this system, then, is square 
when viewed from above, and pris- 
matic or tabular when seen from 
the side. Vesuvianite, zircon, and 
scapolite are among the gem min- 
erals which crystallize in this sys- 
tem. 


Texas agate. A banded jasper found 


as gravel in the Pecos River, Texas. 


thallite. Yellowish green epidote. 
thallium malonite. An organic com- 


pound of thallium, which, when 
mixed with thallium formate, 
makes the heavy liquid commonly 
known for its discoverer Enrico 
Clerici, as Clerici’s solution. At 
room temperatures it has a density 
of 4.25 and may be mixed with 
water in any quantity to reduce the 
gravity. One of the most valuable 
of the heavy liquids for gem test- 
ing. 


thehen. A stone frequently recorded 


in Egyptian records and thought 


in sewing, often made of gold oF 
silver as an item of jewelry stor 
merchandise. 2. In mechanism, 
short tube closed at one end, like 
the measuring-drum on a M&F 
crometer caliper. ; 
thiosauite. Anorthite from Icelaagy ‘ 
third wheel (or pinion). In a wate 
of standard design, the wheel ¢ 
pinion that is driven by the cente 
wheel, and that drives the fourt 
pinion and wheel. ’ 
thomsonite. A zeolite mineral, a hy 
drated calcium, sodium, aluminum 
silicate, fairly common as a mil 
eral but of gem interest only Dé 
cause of an occurrence in amyg 
dules and as waterworn pebbles on 
the beach of Isle Royale in Lak 
Superior. The mineral forms 
fibrous, banded masses in red 
white and green, makes attracti 
cabochon stones, mainly appreciate 
by local collectors. H. 5-5%, S. G 
. 2.8-2.4. See COMPTONITE; LINTO 
NITE. 
Thodlet solution (thoo-lay’). A sa 
urated solution of potasium ido- 
dide and mercuric iodide in wate 
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for specific gravity determinations. 
It forms a clear, amber-colored 
liquid with a maximum density of 
3.196 and a refractive index of 
1.733. It is miscible in any propor- 
tion with water and may be ccn- 
centrated again by gentle heating, 
in a sort of double-boiler arrange- 
ment, known as a water bath. 
thread. See SCREW-THREAD. 
thread edge. A fine wire-shaped or- 
nament consisting of parallel flutes 
and reeds (concave and convex) 
frequently used as a border for 
spoons and forks; also for a bor- 
der decoration on trays. _ 
three-facet cut. A simple type of rose 
cut, with but three faces in a low 
pyramid. 
three-flute drill. A twist drill with 
three spiral grooves instead of the 
' customary two grooves. 
three-fold brilliant. Ideal brilliant. 
three-legged escapement. A gravity 
escapement for tower clocks and 
regulators, with three weight-arms 
for giving impulse to pendulum. A 
later form is the double thrée- 
legged escapement. See GRAVITY 
ESCAPEMENT. 
three point diamond. A brilliant. cut 
stone whose table is parallel to the 
octahedral direction. 
three-quarter. plate. Design of watch 
movement in which the framework 
with upper pivot bearings is made 
in two or three sections fastened 
separately to the lower plate, with 
top of balance cock in same plane 
as tops of plate sections. See BAR 
MOVEMENT; FULL PLATE. 
three ridge mussel. The common name 
for the best species of American 
pearl-bearing fresh-water mussel, 
also known as the blue point mussel 
(Quadrula undulata and Quadrula 
plicata). 
three-square. Trade term for a trian- 
gular file. 
thrums. Thin strips of chamois 
leather, buckskin, or lengths of 
thick cotton yarn, for polishing in- 
side links of chains, etc. 
thulite (thoo'lite). A rose pink vari- 
ety of the calcium aluminum sili- 
cate, zoisite. It occurs in Norway 
and elsewhere in pink masses and 
embedded crystals and has been 
used as a decorative stone. The 
R.I. is about 1.700, the S.G. 3.12 
and the H. 6 to 6%. Named for 
Thule, ancient name for Norway. 
tiara. A piece of feminine jewelry 
worn on the hair, usually set with 
gems; a small form of crown, a 
modification of royal or ecclesiasti- 
cal crown, used for personal orna- 
ment without official significance. 
Tibetan turquoise. A more or less 
© meaningless locality term for 
“ @riental turquoise, originating in 
thé-production. of some-stones from 
ge Tibet, at Batang and Chan- 
, near Lhassa. 


150 


Tiffany collection. 


Tiffany diamond.’ A 


tiger eye. Name given 


tide dial. On a clock or watch, a dial 


that indicates the time of high and 
low tides for each day at some par- 
ticular place. Formerly much used 
in harbor towns; occasionally by 
yachtsmen in more modern times. 

A collection of 
gems exhibited by Tiffany & Co. 
at the Paris Exposition in 1900 and 
subsequently purchased for the 
American Museum of Natural His- 
tory in New York. It was awarded 
a gold medal at the exposition and 
now constitutes the nucleus of the 
Morgan gem collection, the largest 
portion of the gem collection of the 
museum. A second section was as- 
sembled for the St. Louis Exposi- 
tion of 1904 and likewise subse- 
quently presented to the American 
Museum of Natural History by J. 
Pierpont Morgan. The second col- 
lection was especially rich in Amer- 
ican gem stones. 

yellow-orange 
brilliant-cut Kimberly diamond of 
128.7 carats. It was found about 
1878 and remains in the possession 
of the firm for which it is named. 


Tiffany mine. A turquoise mine, seven 


miles from Los Cerillos, N. M., 
which was operated by the Ameri- 
can Turquoise Co. from 1891 and 
which was reported to have pro- 
duced by 1915 over $100,000 worth 
of turquoise, much of it of the 
finest quality, comparable to the 
best Persian stones. 


Tiffany Queen: See QUEEN PEARL. 
tiffanyite. Name given by C. F. Kunz 


to an indefinite substance in phos- 
phorescent diamonds which was sup- 
posed to be responsible for the phe- 
nomenon observed after excitation 
by ultra-violet light. 


tig. A flat-bottomed drinking cup, of 


capacious size, and 
generally with four 
handles, formerly 
used for passing 
around the table at 
convivial occasions. - 


to the golden silky- 
looking quartz re- 
sulting from the al- 
teration of blue, 
fibrous crocidolite asbestos in de- 
posits near Griquatown, north of 
the Orange River, South Africa. 
The coloration is caused by limo- 
nite, the hydrous iron oxide. Heat- 
ing is said to drive off water and 
turn the stone red, the limonite 
changing to hematite. Bluish and 
greenish material is also sometimes 
seen; some of the coloration may 
be artificial. 





tigerite. Tiger eye. 
Tiger-eye diamond. A deep amber- 


tinted diamond found in 1913 at 
Droogefeld, Vaal River. It weighed 
178% carats in the rough.and was 
cut to a 61% carat brilliant. 


time. To know the customary units ‘ 


of time, and the theory and prac- 
tice of means for time-keeping and 














time 





time-telling, is the concern 
horologists. The abstract nature 
time, what time is, is somethin 
else; and since philosophers cany 

agree about this, the dictionan 
should not attempt to explain 4 
Primitive time-telling was by not 
ing the day and the night, ang” 
crude subdivisions of them ag ing. 
cated by positions of sun, moon and 
stars in the sky, and shadows cag, 
by them on the earth. The natural 
progress toward accuracy first 
gave up the sundial, which gyb. 

divided the motion of the sun's 

shadow into hours, halves ang 

quarters; this showed actual or 

apparent solar time. Then, to sat 
isfy the need for greater reliability, 
the clock was made. But the clock, 
hand couldn’t run at different 
speeds each day, as the sundial 
shadow did with changes of seg. 
sons through the year; so for clock- 
time was adopted a daily average 
of sun-time hours, called meay 
solar time. Later progress was to 
standard time, based on mean solar 
time. Meanwhile, astronomers dis- 
covered the greater accuracy and 
convenience of taking time from 
observations of the stars, calling 
this sidereal time. These four: 
kinds of timekeeping are all based 
on using the time the earth takes 
to make one full turn on its axis 
as one day; then dividing the day 
into 24 hours, the hours into 60 
minutes, and the minutes into 60 
seconds. The four kinds of time 
can be converted into each other 
easily by calculated tables, made 
by astronomers, in the many na- 
tional observatories. See APPARENT 
SOLAR TIME; DAYLIGHT SAVING 
TIME; EQUATION OF TIME; MEAN 
SOLAR TIME; SIDEREAL TIME; STAND- 
ARD TIME; SUMMER TIME. 




































time-ball. A device, not now used as 


much as before the introduction of 
radio time-signals, set up partic- 
ularly in seaport cities for giving 
the time to ships for correcting the 
time of chronometers. On a mast 
visible from the harbor, a large 
metal ball is installed so that it 
can be dropped at the instant of 
noon, as-a visual time-signal. 


timepiece. A watch or clock; partic- 


ularly, one that tells time only, and 
has no striking mechanism. 


timer. 1. A chronograph watch, stop- 


watch, sport-watch, etc. with 
mechanism to stop a running se¢- 
ond-hand. 2. A workman who spe- 
cializes in adjusting watches. 

recorder. 1. An _ instrument 
driven by electric motor, for print- 
ing on a paper or a rotating drum, 
a record of the timekeeping rate of 
a watch. 2. A clock that records 
the time of visits of a watchman 
to various places on his rounds; in 
one type, the man carries a clock 
and applies a key chained at each 
station, to make a record on a dis¢ 
in the clock; in the other type, 
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A JEWELERS’ DICTIONARY 
(From page 150) 


operating an electric switch at each 
station makes a record on a disc 
in a clock in the office of the plant; 
in England, called “tell-tale” clock. 

timing. Term used comprehensively 
to mean the theory and practice of 
applying and adjusting balance 
springs, and pendulums, for accu- 
rate timekeeping watches and 
clocks. 

timing machine. See TIME RECORDER. 

timing screws. See QUARTER SCREWS. 

timing washer. A pierced disc of thin 
metal, used to place on balance 
screws to increase weight and make 
the watch run slower; same weight 
of washers must be placed on op- 
posite screws, to maintain poise. 

Timur ruby. A red spinel, famous 
throughout the East for nearly 600 
years as the Khiraj-i-Alam (Trib- 
ute of the World), which was pre- 
sented to Queen Victoria in 1851 by 
the directors of the East India Co. 
It weighs 361 carats and is be- 
lieved to be the largest spinel in the 
world. It has never been recut and 
still shows the Arabic inscriptions 
in Persian by which it was rec- 
ognized many years after it was 
thought to have been lost. 

tin cut or tin polished. Glass imita- 
tions of rock crystal which have 
been cut, rather than cast; but not 
necessarily on a tin-faced lap. 

tincture. Foil-backed. 

tinder box. A small silver box, fre- 
quently of pocket size, made with a 
piece of steel on the outside to be 
struck with a flint which together 
with the tinder, was kept inside the 
box when not in use. Used before 
the invention of matches. 

ting-tang. Simplified form of chim- 
ing for clocks, in which quarter and 
half hours are struck by pairs of 
tones, high and low, instead of by 
melodies of more than two different 
tones. 

tin-lap. For polishing flat steel parts, 
a block of pure tin, with surface 
planed, filed or scraped flat; rouge 
or diamantine mixed to a thick 
paste with oil is spread thinly on 
lap, and the gray-finished work 
rubbed over the lap; properly done, 
this produces a “black” polish. See 
LAPPING. 

tinned. Coated with pure tin. The 
backs of early Sheffield salvers and 
the inside of such vessels as tea 
pots and dish. covers were s0 
treated. 

tinned joint. See SWEATING. 

tin oxide. Also called putty powder; 
an abrasive for producing a fine 
lustre on stones, or metals, used as 
a final polish. 

tin stone. Cassiterite. 

Tintenbar. district. An opal-mining 
area in New South Wales, seven 
miles from Ballina and ten miles 
from Bangalow. It was discovered 
in 1901. The pea-to-nut size opals 
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are found loose in the soil and are 
believed to have come from a layer 
of basalt which overlies the older 
rocks. 

tint tool. Graver for cutting massed 
lines for shading engraved work, 
with edge and tang angled so the 
handle will clear flat surfaces. 

tip-over rest. A tool-supporting rest 
for watchmakers’ lathe, in which 
the T can be quickly swung on a 
hinge to be out of the way for 
making measurements, and quickly 
swung back to resume turning, 
without wasting time in making 
adjustments each time. See T-REST. 

tipsy key. Key for winding chrono- 
meters; it has a click and ratchet 
that prevents force from being ex- 
erted in a backward direction. 

titanite (ti’tan-ite). Sphene. 

toad’s eye tin. Botryoidal reddish tin 
ore, with a concentric structure, 
suitable only for cabochon cutting 
for collectors. 

toddy cup. A small cup used with a 
spoon and strainer for making 
toddy, a mixture of spirits and hot 
sweetened water. 

todo mundo. Brazilian term for com- 
mon leaf-green tourmaline from 
Salinas in Minas Geraes. 

toe. The front end of a club-tooth of 
escape-wheel in lever escapement; 
or of a tooth of escape-wheel in 
cylinder escapement. 

toggle chain. A short piece of chain 
connecting two parts of an article 
of jewelry, like the piece between 
the buttonhole bar and the long 
chain of a watch vest-chain. 

Tokay luxsapphire. A brownish-black 
Hungarian obsidian. 

tola. An Indian pearl weight, equally 
62 ratis or % oz. 

tolling machine. A hammer and spe- 
cial timing-drive for striking a note 
at regular intervals on one bell of 
a tower-clock. 

toluene or toluol (tol’you-een). A 
light-weight hydrocarbon with low 
surface tension, related to benzine 
which is commonly used in place 
of water in the determination of 
specific gravities, especially of very 
small stones. 

tomato server. An all-silver server, 
with a flat blade. Used 
for serving sliced toma- 
toes, patties, croquets, 
fried eggs, etc. 

tomb jade. A name applied 
to jades which have, at 
least theoretically, been 
buried for many years, 
during which time the 
coloring matter has oxi- 
dized from its original 
greenish hue to a red or 
brown. Many archaic 
pieces show this effect and are so 
denominated; but the purchaser 
should be wary, for it is easy to 
imitate archaic work, and decep- 
tive coloration is simple, 

Tompion, Thomas. Noted English 
horologist (1638-1713); partner, 


and co-inventor with George 
ham of the cylinder escapem 
honored by burial in Westmin 
Abbey. See GRAHAM, GEORGE, — 
tong; tongs. Tools of “pliers” % 
for holding work. See pny 
TWEEZERS. E 
‘tool post. On a lathe sliderest 
slotted column with bolt at top, 
holding cutting tools. i. 
top jewel. See CAP-JEWEL; ENDST9 
JEWELING. a 
topaz (to’paz). An aluminum flug 
cate crystallizing in the orthorh 
bic system. It is one of the 
known pegmatite minerals, 
often white or blue, sometimes. 
low, brown, orange or pink, 
number 8 in the Moh hard 
scale, its R.I. is about 1.62, its” 
3.53. Commonly confused with) 
rine or “topaz” quartz, but the 
ter is far softer, lower in ref 
tive index and many times 
common. . Brown stones of B 
may be made pink by heat. Br 
is the chief source, it is commoy 
sold as “precious topaz” to dis 
guish from the more comm 
quartz gem. % 
topaz cat’s eye. 
sapphire. 
topazolite. A greenish yellow to ¥ 
low brown variety of andrad 
garnet, so far of no gem sigt 
cance because it has not been fox 
in gem qualities. ¥y 
topaz quartz. Trade term for @ 
citrine quartz or heated amethyst 
so often sold under the guise” 
“topaz.”. See CITRINE. 4 
topaz saffronite. See SAFFRONITE, | 
top cape. A diamond color 
problably the equivalent of fine i 
ver cape or silver cape. 4 
top crystal. Not mentioned in 
classification in Herbert-Smith bt 
said to be a color grade just bel 
Wesselton. 
top Wesselton. Diamond color g 
just below river or Jager. 
topazos. The ancient Greek name i 
a stone found on an island in t 
Red Sea and presumably actual 
our peridot. Topaz is one of the ol 
mineral names, as witnessed by t 
unusual ending, it was confust 
with chrysolite and the names 
reversed somehow. Boetius 
Boot considered them equivalent 
Henckel in 1787 referred spec 
fically to the Saxon Schneckensteil 
crystals as topaz. The confusi¢ 
with quartz is more recent and af 
tificially provoked for commer 
reasons. 
topographic agate. A variety of for 
tification agate, with very fine lines 
resembling contour lines on 2 
topographic map of rugged coum 
try. | 
topping tool. See ROUNDING-UP TOOL, 
top plate. In a full-plate watch, 
plate with pivot-holes, etc., that 
opposite to and parallel with the 
pillar-plate, or lower-plate. See 
FULL-PLATE. 
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Imperial Silver: and Stone Jewelr 


Scheduled Again—Another powerful 
national advertising campaign in Vogue, 
Town & Country, Harpers Bazaar and Esquire 

reaching millions of potential customers. 





On display at ANRJA Convention, 
Booths 41-42, Waldorf-Astoria 
Hotel, New York, N. Y., August 
21st to August 24th, 1944. 
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Nationally advertised in Vogue, Town & Country, Harpers Bazaar | 
and Esquire. Sold on a quota basis only. 


On display at ANRJA Convention, Booths 41-42, Waldorf-Astoria Hotel, New York, 
N. Y., August 21st to August 24th, 1944. 
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INDUSTRIAL DIAMONDS AT PEAK USE 
(From page 145) 


or ‘Preferred’ group a medium hard, 60 grit, alundum 
Norton grade 60 M5BE was used, but the conditions. 
made decidedly more severe than average by dressing 4 
Nevertheless no difference in inherent ‘hardness’ or abilip 
withstand wear could be detected between the groups, 
ever, individual stones in each group showed excessive 
because of chipping or crumbling. Such chipping or ¢ 
bling, no doubt, is evidence of a lack of structural streny 
brought about in many cases by the presence of internal f 
tures, fissures in the surface and other surface irregular; 
On the other hand, some stones chipped, although they oj 
tained no ascertainable flaws, while others having quite 
nounced fissures and imperfections were able, contrary tow 
pectation, to withstand the severe conditions of the test, © 
“Thus structural strength appears to be at least as impop. 
tant as hardness in the selection of diamonds for abrasgiy 
wheel dresser tools and the systematic study of methods f 
detecting structural weakness and their correct assessmep 
with respect to chipping and crumbling will assume mq) 
importance in future work. The successful solution of {iy 
problem, particularly in opaque stones, would make ay 
to industry a great variety of stones heretofore considered 
suitable for wheel dressing purposes.” a 
In resume this investigation indicates that for many pu 
poses the cheaper grades of industrial diamonds, inel 
Congo crushing bort, render industry as good service as mon 
expensive grades. } 
For several years, this review has stated that the mom 
progressive diamond industrialists were using more anf 
more Congo bort, to their own profit and to the satisfaction 
of their clients. In the future, crushing bort will more ang 
more replace finer grades, with the probable result that the 
now highly divergent prices between the two, say, respectively, 
$1.25 and $20 a carat, will approach one another in part by 
an increase in the price of crushing bort and in part bya 
decrease in that of the finer grades. Perhaps the price of 
crushing bort should be doubled. Such a price ad justment 
would not affect adversely either the manufacturer or his cup 
tomer, as the value of the crushing bort in most tools is 
Effective November 2, 1943, amendment 4 to OPA’s MP 
adds diamond dust to industrial diamonds already on the list 
as being one of the non-metallic commodities subject to Max 
mum Price Regulation, i. e., the price of March, 1942. ; 
The War Production Board’s control of the sale, delive 
and acceptance of industrial diamonds (see last year’s revie 
remains in force, although slightly larger transactions ¢ 
now be made without report on same. Indeed, on February } 
1944, the original M109 order (Section 3286.26) was modified 
relieving small holders of industrial diamonds from the nee 
sity of reporting stocks and doing away with poor e 
ports on transfers of very small amounts of diamonds. new 
and reasonable clause is introduced: “No buyer of oie ‘ 2 
| 
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stones can sort from the shipment gem material for sale 
cutters.” 

The R.F.C. continues to purchase for government sta 
diamonds offered from Brazil, and the Metals Reserva v 
is said to have agents in Venezuela purchasing such industrial 
diamonds as are produced in that country. i 

While the United States never used more industrial 4 
monds than in 1948, no strikingly new uses were developé 
There were, however, definite improvements in most brane 
of the industry. South Africa, being short of imported 
phire-pointed needles for broadcasting purposes, substitu 
diamond-pointed needles fabricated locally. In 1948, the 
of crushing bort in bonded wheels continued to increase, 
added fabricating facilities permitted demand to be satish 
Over 80 per cent of the diamonds used industrially is crus 
bort in various tools. Shaped cutting tools and drill 
are now also made of this material. The bond is either 
plastic, powdered metal or vitrified ceramic. The use 
diamond-set tools was large and more attention was paid 
setting the stones in correct relation to the crystallography 
the diamond concerned. The use of diamond dust in cuttil 





lenses of various kinds and in shaping quartz plates 
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radio and radar work did not diminish. 

Several companies continue experiments as to the use of 
diamond drills in drifting and crosscutting to replace percus- 
sion drills. 

Notwithstanding the difficulties it is claimed manufacturers 
of diamond drills are having in getting electric motors and 
other parts, much diamond drilling was done in the United 
States in 1943—perhaps as much as before the war. The pur- 
chase of drilling bort, however, was not great, the drillers using 
accumulated stocks. Much of the drilling is that connected with 
power sites, water supply and sewage disposal, and a good 
deal of it at least is not essential to the war effort. Much 
drilling of coal beds is being done preparatory to open cut 
mining, and some in metal mines. 

The government program of assisting industrialists to make . 
diamond dies is progressing; indeed, the restrictions in the 
allocation of the larger-sized dies have been partially removed. 
This is not true of the smaller-sized dies, those which my 
friend, Dr. Edward H. Kraus, so aptly describes as “putting 
a wire you cannot: see through a hole that is not there.” 
Mass production has, however, solved the problem of supply 
of larger dies, Fort Wayne, Indiana, and New York and its 
environs are the principal centers of manufacture. The 
tendency in the trade each year is to use better and better 
diamonds. This is logical since, in the first place, the dia- 
mond required is small (about one-fifth carat) and, secondly, 
workmanship is the greatest item in cost in making a diamond 
die; and at best a poor diamond can only make a poor die. 
So exacting is*the work that only one or two out of 500 be- 
come good workmen. Training to become a good die worker 
requires from six months to two years. To give in all cases 
proper pitch and polish to the two holes which, by their 
junction, make a satisfactory die, is one of the problems fac- 
ing the American die industry. 

The United States (and Great Britain, according to reports) 
now seems to be making enough of even the finer-sized dies, 
notwithstanding the ever-increasing demand. The process of 
drilling dies through “windows” is raising the efficiency of 


S . S A . \S 


- 





DREHER BROS. 
anp WIDER 


Importers and Cutters of 
Precious and Semi-Precious Stones 


48 WEST 48TH ST. 


+ 


AL 


S 


—UVAMA RINES «TOP 


158 


1} 


manufacture. In this country, we are using machines 
can drill up to 14 dies at a time. Be 
According to the Diamond Trading Co.’s sales, those of ty 
in 1942 were 65% per cent greater than those in 194], 
ing the rapid expansion in the use of crushing bort. Of 
industrials sold, about 73 per cent were crushing bort, © 
weight, 85 to 90 per cent of the sales and 40 per cent of 
value are industrial stones. In March, 1942, the press Pa 
that the Diamond Corp. sold large quantities of industri 
the American and Russian Governments. a 
The United States Government has not released figures, 
to diamond imports since December 31, 1941. 1943 impe 
are believed to have been over seven times those of 1938, 
our opinion, the publication of such figures could do no, 
and would be a matter of concern rather than a comfort 
the Germans. It would prove to them that our manufactysh 
plants had at their disposal an adequate supply of indust# 
and that rough gem goods were in large demand, suggest 
that as yet the war had not cut deeply into the American gy 
of life. 7 
The accompanying diagram, which was kindly compiled | 
me by Mr. Herbert Backman, shows the two outstanding 
tures of the industrial diamond trade from 1919 to Decem} 
31, 1941. Over a period’of years, imports and consumpti 
can be considered as one. It shows the tremendous inerem 
particularly ‘since 1938, in the use of the diamond in indust 
and the sharp decrease during that period in the average Dr 
of the stones used. In 1929, our imports were largely of & 
bonado, the supply of which at that time was cornered by 
group of brokers. This eventually led to the use of the che 
bort in diamond drilling. In 1938, crushing bort began to | 
used in quantity in industry, resulting in a further reduetis 
in price and a marked increase in imports. 3 





Have You A COLLECTION of antiques lumbering unde 
a name equally antique? How. then, about zinging th 
presentation up with this section title, “‘Remembrang 
of Things Past’? 4 
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WHO'S TO SUPPLY POST-WAR JEWELRY? 
(From page 125) 


were illuminating. Swiss watches led the procession by 
a wide margin, more than half of all the complainants 
mentioning this class of goods. “All kinds of scarce 
goods,”’ said about 10 per cent of the dissatisfied, and 
an equal number mentioned costume jewelry and novel- 
ties. Silverware, gold-filled items, and watch bands 
were also referred to by many. Makers of precious 
jewelry, diamond ‘dealers, and the stone houses appear 
to have a clean bill of health, in the retailer’s eyes. The 
difference cannot be wholly attributed to conditions. 
Diamond prices have advanced, at least in some grades, 
farther and faster than any other class of jewelry goods, 
and the WPB orders on platinum and karat gold have 
sharply restricted the makers of precious jewelry in the 
quantity they could produce. Apparently the explana- 
tion must be that the firms in this section of the industry 
are more uniformly thinking in terms of post-war busi- 
ness. 

“What do you think suppliers should do to correct 
the situation?” complainants were asked. By a two to 
one majority—68 per cent—they replied, “Distribute 
their goods equitably, and take care of their old custo- 
mers first.” “Keep up their contacts with us—keep us 
informed of what they’re doing and why—we'll be fair 
if they can show us they’re fair with us,” said another 
11 per cent. “Keep up their service,’ “Keep up their 
qualities,” “Hold down their prices,” “Get off their high 
horses” said others, in numbers from 4 to 6 per cent 


each. “Observe the ten commandments” one man 
commented, while two said “Anything they do now te 
late—the damage is done.” 

Now what does all this mean in terms of either coal 
ent or future action on the part of these retail Jeweleay 
First of all, it means that partly because of their 
ness to obtain merchandise wherever and whenever 
can, 86 per cent of all the jewelers questioned—inglyd. 
ing those who registered no complaints—have taken on. 
new sources of supply. Almost all of the stores that hay 
done so—94.5 per cent—-say that these sources are jp 
addition to their old ones, and that they are also contin. 
ing to buy from their old connections when they cap, 
Only 5.5 per cent say that they have dropped any of 
their old sources up to the present time. 

However, only 16 per cent say that they intend t 
drop all of the new ones at the end of the war. Mor 
than one-fourth—28.3 per cent—say they’ve found their 
new connections entirely satisfactory and expect to cop. 
tinue to give them at least a part of their business. Mor 
than a third—37.2 per cent—say they'll keep some of 
the new ones though they may drop others, while the’ 
remaining 18.5 per cent say they haven't yet decided 

But that’s not the whole story. Nearly half of alj 
stores surveyed—44.3 per cent—stated that in addition 
to any changes they may have made so far, they’re plan- 
ning to seek new connections when things get back tp 
normal, although they may be continuing with their old 
ones for the present as a matter of temporary expedi- 
ency during the period of war-time shortages. 

It is clear that competition for the retail il jewelers 
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IMPORTERS AND CUTTERS OF 


: DIAMONDS 


al 608 FIFTH AVENUE 
NEW YORK 20, N. Y. 













Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 
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Fancy Cut Diamonds 


Matched Pairs. and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 
Call on us for your needs. 


We wish to notify the trade that we buy 
estates consisting of diamond mounted 
platinum and gold jewelry and. colored stones. 


a 
cous In Rt) Noa 
BOS FIFTH AVENUE NEW YORK 
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business is going to be both wider and more intense in 
the post-war era than ever before, and that the manufac- 
turer, importer or wholesaler who wants his accustomed 
share of it had better keep on his toes. 

Yes, there will probably be a pretty thorough re- 
shuffling of the cards and a new deal all around. Some 
of it may be just a swapping of customers back and 
forth. Some of it may mean a sharp rise in the size and 
importance of some houses and a noticeable shrinkage o 
others. 

Never has the trade been in so fluid a state of mind— 
never has there been so wide open an opportunity for 
the manufacturer, importer or wholesaler whose policies, 
whose goods and whose prices are right, to entrench him- 
self solidly for the future. 

He who serves best in these months ahead, will profit 
most. 





THERE'S A LOT THAT MEETS THE EYE 
(From page 127) 


display problem, a more imaginative approach to it and 
a willingness to try new methods. The mere placing of 


a piece of merchandise in the window in the hope that. 


a possible passer-by will see it, recognize that it is some- 
thing he wants and come in and ask for it is an out- 
moded form of merchandise presentation. We all. know 
some merchandise is sold that way, but modern selling 
and again particularly post-war selling necessitates a 
more dynamic method. The techniques of compelling 
attention, creating desire and inciting action to purchase 


must be learned. The advertising profession has proyeg 
that these things can be done through the printed Page, 
radio, direct mail, and so forth. Even more successfyl 
results should be expected from visual merchandising 
where the actual form, texture and color of the mer. 
chandise add their appeal. : 


A vision of future radical changes in the merchandjan 


ing picture was afforded at the forum by a talk on th 


place of helicopters in future transportation and a die 


cussion of television for use in retail selling. If 
helicopter assumes the position in post-war transpo 


tion that its sponsors envision, buying habits may be 


substantially affected. Distance may become of little 
consideration in the selection of shopping points. Tele. 
vision will surely become a part of the display program 
of large stores and suggests another phase of the com. 
petitive market of the future. : 
. The importance of jewelry in the fashion picture for 
the coming fall was indicated at a round table fashion 
discussion by a group of merchandise editors of the 
leading fashion magazines. Feminine details on every- 
thing is the important fashion news. Even tweed suits 
are done up with frills. The meagre looking silhouette 
enforced by government regulation makes all accessories 
important. Both these trends put jewelry in an impor- 
tant place in the fall fashion picture. 

A display of “Back to School” gift suggestions is 


illustrated in the first of the accompanying sketches. A 


large poster of black cardboard fills the background. 
A compass and a geometric pattern of circles and lines 
are sketched on the poster in white. Merchandise is 
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Collers of 
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pinned on this “blackboard.” Slanting panels on either 
side support step shelves on which the merchandise is 
displayed. The risers of each step, instead of being at 
right angles to the step, are slanted. This allows more 
space and serves as a reflecting surface for getting light 
on the merchandise as well as achieving a more unusual 
effect. The steps should be painted white or pale yellow 
to permit the greatest light reflection. Gifts for girls 
are shown on one side and those for boys on the other. 


A copy card lettered in white on blackboard reads 
“All the Answers for Back to School Gifts.” The black 
and white color scheme would be smart for this display 
or local school colors may be introduced if desired. 

Merchandise suggestions “For Your First Fall Party” 
are indicated in the second sketch. These are shown on 
a shelf display unit constructed on two sides of a square 
column. Large autumn leaf cut-outs are lettered to sug- 
gest several party possibilities—‘Tea at 5,” “Cocktails 
4 to 7,” “Bridge Wed. Evening,” and so forth. A wide 
variety of merchandise can be shown attractively in a 
unit such as this and the copy suggests a definite selling 
idea. 

The September birthstone display shows sapphire 
rings on stars cut from beaver board or heavy cardboard 
and suspended from the ceiling with narrow ribbons. 
The background should be dark blue. A triangular 
shaped panel of white is angled from the background 
and serves the double purpose of directing attention to 
a piece of rough sapphire and carrying the copy—‘“Sep- 
tember Birthstone—Sapphire is Your Lucky Star.” 








INVENTORY YOUR INVENTORY METHODS 
(From page 120) 





and sometimes the margin made on total sales from 
to day. The jeweler who uses physical and estimayj 
inventory methods intelligently, plus stock cop 
should have no difficulty with this important factor j 
retail management. 

The physical inventory provides the recording ppg, 
lem because it requires considerable clerical work. J, 
estimated inventory is just an estimate based upon past 
experience figures and it is computed to make possihj, 
the monthly profit and loss statement, a business chop 
that must be spliced into the jeweler’s merchandigi 
program today if he expects to do an all-out merch. 
dising job. Taking a physical inventory monthly taka 
too much time; hence, the estimated inventory ig yg 
and the figures are eventually brought into line wij}, 
physical tabulations. However, the estimated iny 
is not a substitute for the physical inventory and ig g¢. 
dom entered in the books. Our experience shows thi 
there is too large an element of estimate in the inyg, 
tories taken by many jewelers today and the situatig 
demands greater accuracy. In some cases review 
jewelers have instituted stock control systems bag 
upon estimates. Stock control cards must be ope 
with accurate inventory figures based upon a physi 
check and adjusted periodically, otherwise, they a 
of little value. ; 

In checking the inventory practices of 214 east 
jewelers, we find that 10 per cent take physical inven 
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tory every three or four months, 25 per cent semi- 
annually and 65 per cent annually. Ninety per cent, 
if our findings are any criterion, are taking big chances 
with business safety today, although in ‘normal times 
these jewelers may have got by with physical inven- 
tories taken only once yearly. From now on, a physical 
inventory should be taken at least every four months 
and the estimated inventory figure and stock control 
cards made to agree with this actual count. This is 
an added burden, but these times are burdensome and 
jewelers must pay the toll with other business men » if 
they expect to maintain reasonable profits. 

Inasmuch as the physical inventory should be taken 
at cost and not at retail, the main problem is to simplify 
the means by which cost prices are listed. If you must 
refer to invoices or stock control cards to cost each item 
at inventory time, it will be a tedious, expensive job. 
The solution is to mark all items with cost prices at 
receipt, using a code. If you don’t use this system, 
start now so that you will be all set when next inven- 
tory, time rolls around. Some jewelers keep price books 
in which cost and retail prices are entered and changed 
when necessary. This book is used to value inventory 
but the code costing system is a simpler procedure for 
the jeweler and equally accurate, the code cost being 
entered on the price tag when it is made out. 


DEPARTMENTALIZATION A BIG HELP 


Another big time-saver is to take inventory by loca- 


tion or department. Our field studies indicate that only 
one jeweler in five does this, yet it saves much time 
in the taking of inventory and assures greater accuracy. 


Every inventory count must be re-checked and 
times discrepancies require many re-checks, Recop 
inventory by location or department facilities re-ch, 
ing. For this purpose, use the forms shown here, 

1) Location sheet. 

2) Inventory record. Recapitulation of loge 
sheets. May be locked in a loose-leaf binder but p 
ably a bound book. This form is for the use of jewel 
who do not departmentize. 7 

8) Inventory record. Recapitulation of log, 
sheets. For the use of jewelers who departmentize, | 

Form No. 1 tells where the goods are located, whe 
in show cases, windows, stockroom, safe, etc. Wind 
show cases, display tables, etc., may be numbered 
further ease of identification. Make out a sey 
sheet for each location. 

Form No. 2 is a recap of all Form No. 1 sheets, 
ing a composite listing of locations and depaveal 
in items and cost prices. If you have not department 
up to now, use this form and then start to departme 
so that you can recap your inventory on Form No, 
when you next make a physical count of stock. 

To get full value out of inventory records, the j 
should departmentize and our experience indicates # 
only one jewelry store in five shows departmental p 
a weakness that must be eliminated if the jeweler 
attain higher managerial standards. Departmen 
enables the jeweler to trace back overages and sh 
ages between inventory count and book value. It a 
little use to find that your inventory varies with yo 
book figure if you cannot determine the cause. 1 
you run your business as one unit instead of so many 
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Experience . . . 


is skill or practical wisdom gained by long application to a single 
purpose or line of endeavor. 


Long application to the science of selection, the right kind of 
jewelry store merchandise, has gained for this organization the 
skill and wisdom necessary to make its service of great practical 
value to the jeweler. 











In times like these this experience in serving the jewelers of this 
country for nearly 80 years, its skill and wisdom in selecting 
merchandise for your store, will serve you well. 


BEN]. ALLEN & Co., Inc. 


FOR EFFICIENT SERVICE AT ALL TIMES 
Silversmiths Bldg. 


10 South Wabash Avenue CHICAGO 3, ILLINOIS 
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INCORPORATED 
Announce their new address at 


18 East 48th Street 
New York 17, New York 


Importers of 
DIAMONDS in fancy colors 
ALEXANDRITES 
STAR STONES 
SAPPHIRES 
CATSEYES 
RUBIES 
OPALS 


And all other stones of Beauty and Rarity 


We welcome the submission 
to us of jewels to be sold. 
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Because of conditions 
which we have no control we 


are not able to guarantee deliv- 


ery of all models of ALTON 


over 


watches. However, all ALTON 


watch orders will receive our best attention, 


“and we will supply whatever possible. 


We urge our customers and friends to be 
patient with us during this uncertain period, 
until we are again able to fill all orders com- 
pletely and promptly as in years gone by. 


W. & G. DIAMOND RINGS AND SETS 


Matched set in 14K. yellow gold. 
Solitaire has two side diamonds and 
.25 Carat center diamond. Wedding 
ring has five fine diamonds. 


a Grade 

D858—Set—Retail $237.00 $261.90 
Keystone Price ... 189.60 209. 
D859—Solitai 

rr aa 184.50 209.40 
Keystone Price ... 157.60 165.80 
D860—Wedding Ring 

—Retail ....... eas 54.00 
Keystone Price .... .... 43.20 





Matched set in 14K. yellow gold. 
Solitaire has two side diamonds and 
-15 Carat center diamond. Wedding 
ring has five fine diamonds. 


Grade Grade 

A AA 

D870—Set—Retail $157.50 $175.50 

Keystone Price ... 126.00 140.40 

D871—Solitai 

PSE 105.00 123.00 

Keystone Price ... 84. 98.00 
D872—Wedding Ring 

— _ ere 54.00 

Keystone Price . .. 43.00 


Prices and quality of W. & G. Diamond 
Rings and Sets are the same as in 1943— 
no advance in price, no reduction in quality. 


SEND FOR THE W&G DIAMOND CATALOGUE 
FOR READY REFERENCE 


Weksler & Goodman. Ine. 
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departments, you make it difficult, often impossi 
check back on discrepancies. This is something YOU cay, 
not put into effect at inventory-closing time. It MUst be 
done at the beginning of an inventory period. 

If you departmentize, recap on Form No, 8, 
ing to departments, showing overages and shortages per 
department. If differences are great, check back to g 
if you have inventoried accurately. If so, then cheek 
back further by means of your sales sheets, purchay 
records and other recording data, in order to trace sub- 
stantial discrepancies. If your records from re 
of goods to sale are adequate, you can usually trace gy}, 
stantial differences and set up corrective devices. Cag, 
register tapes should be filed by date and they proyig, 
a means of identifying sales, particularly if register keys, 
signify lines sold or departments. Some jewelers iden 
tify each sale on the cash register tape by writing in th 
item beside the monetary recording, also the cost price, 
which enables them to strike an accurate figure on daily 
gross margin, but this can be done only if cost prices ay 
marked on the goods sold. _ 

Obviously, the daily recording of margin is a big help 
in guiding the jeweler in his day-to-day operations be. 
cause it gives him an up-to-the-minute grasp of his profit 
trend. By deducting his average daily overhead from 
the daily gross margin, he gets a pretty accurate line 
on daily net profit. If overages or shortages are small, 
little time need be spent tracing the difference between 
the physical inventory count and book value because they 
seldom balance to the penny. All inventories should 
be given a 2-man check, one counting originally, the 
other checking the count. 





The purpose of inventory is two-fold: 
- 1) To arrive at an accurate profit or loss figure. | 

2) To detect errors, theft, loss, waste, excessive ma ‘ 
downs and general inefficiency in the handling of sto¢ 

Some retailers, by means of adequate inventory reco 
ing, keep inventory losses to less than 4/100 of 1 pe 
cent, even where stock is made up of small items. Je 
elers should keep within 14 of 1 per cent. For examp 
where an inventory total on the books shows $10,060 
the actual count will be between $9,950 and $10,05 
Stocks of more than 1,000 items at all price ranges a 
kept to this differential by dealers who use adequat 
inventory recording methods. 

For many years, some jewelers have muddled throug 


despite business laxity, but the jeweler who expects t 
endure the duration and emerge from this emergency in 
a sound position must step up his managerial efficiency 
Methods that passed muster yestery 
In war or peace, free enter 


to a higher plane. 
day will not suffice now. 
prise must profit. The desire to make a reasonable prof 
is not anti-patriotic.. Now is the time to defend you 
business security with better management methods and 


inasmuch as you cannot determine profit, loss or net 
worth unless your inventory is accurate—it is might 


Se Se eT et ete ee ee he 





important that this keystone of business management 


is grounded with an efficient recording system. 





For THE BirTHDAY of the Red Cross, Aug. 22, you 
might arrange a simple, dynamic but dignified displayy 
just by using a jumbo. red cross. and.the, message, “They 
greatest tie between you and your man in service.” The} 


organization was founded in 1864. 
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One of America’s 
Outstanding Collections 


CULTURED PEARLS 
Necklaces, Earrings, Rings 


B. D’ELIA & SON 


303 — 5th AVENUE NEW YORK CITY 
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GERWE-BROWN 
} COMPANY — 


Cincinnati * caves BOnos & stamp 





STILL SERVING 


the retail jeweler with all the jewelry 
store merchandise available as we have 
done in years gone by and will do in the 
years to come. 


A year ago we expressed the hope that 
by this August we could announce the 
new Fall lines of some of our well 
known, reliable jewelry manufacturers. 
However, much the same conditions pre- 
vail, this year as last, but there is a 
much more definite prospect for the Fall 
of 1945. 


We are thrilled by the success of our 
armed forces, both Army, Navy, and 
Marines in every part of the world. We, 
at home, must DOUBLE our efforts in 
the months to come in order to hasten 
their complete Victory and return home. 


The continued success of your store will 
enable you to pay taxes to your Govern- 
ment and invest in the Bonds of your 
Government, so necessary to an early 
Victory. We are in the market continu- 
ously to secure honest merchandise to 
help you in your endeavor. 


GERWE-BROWN CO. 


18 West Seventh Street CINCINNATI 2 
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BETTER FLOORS FOR BETTER TRAFFIC 
(From page 131) 


catching, right-angle joint where floor and wall Mee, 
Linoleum also is a good, serviceable covering for sti, 
ways, both risers and treads. Many stores find it eff. 
tive in numerous other places—counter tops gy 
shelves, for instance. 

Other resilient floorings, in addition to linoleum, whig 
jewelers might choose, are asphalt tile, linoleum tik 
(oil-bonded) and cork tile. The choice probably woyy 
depend largely upon cost and decorative factors, 

Asphalt tile is an attractive, durable, low-cost flooring 
which was developed primarily for use in basement » 
on-grade areas, i.e., floors directly on or immediate); 
over the ground, where linoleum or other floorings gy 
not recommended. Asphalt tile is entirely satisfacto, 
for such areas because it is highly resistant to moisty, 
and alkali, and it can even be installed on concrete jy 
direct contact with the ground. But it is also well suite 
to any interior installation and it is enjoying increasiing 
acceptance for stores, offices and commercial establish. 
ments of all kinds. The wide range of harmonious coloy 
available today offers unlimited design possibilities, anj 
trademarks and other insignia can be used in the floor. 

Asphalt tile is easily cleaned; even marks left by 
burning cigarettes or matches may be removed readily, 
Since asbestos is one of its ingredients, it is fire-resistant, 
These floors are installed by individually cementing each 
tile to the sub-floor. Should one tile be accidentally 
damaged, it may be replaced without disturbing the rest 
of the floor. Like linoleum, asphalt tile may be used with 
cove base at the floor-wall joint. Ordinary sweeping 
and damp-mopping, with occasional waxing, keep 
asphalt tile bright and new looking. 

Linoleum tile is a luxury flooring that is the densest 
and most resistant to wear of any resilient type flooring 
on the market. It has all the beauty and other advar 
tages of hard tile without the attendant disadvantages 
of coldness, hardness and noisiness. It won’t splinter, 
crumble or dust, it is easy to clean and maintain and 
simple to repair if it should be damaged by some unusual 
accident. It is not merely linoleum cut into blocks, but 
is a special product made of a linoleum-type mix without 
backing. This product also lends itself well to custom 
design. 

Cork tile is an exceedingly resilient flooring that i 
especially quiet and easy on the feet and for this reasom 
it is sometimes used behind counters and showcases. It 
might also be chosen for the jeweler’s office or other 
areas where traffic is not heavy and where there is m0 

excessive dirt problem, 

Prices of linoleum and asphalt tile vary considerably, 
depending upon type, gage, color, etc. The only figure 
which really means anything to tue user is the installed 
cost—and this naturally will vary with each community, 
and each installation, depending upon local labor scales, 
the condition of the individual sub-floor and _ other 
factors. 

Although a substantial portion of today’s output of 
resilient floorings is going to the use of the Army Navy, 
Maritime Commission and other Government agencies, 
some are now available in limited qnantities for civilian 
use. 
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We Take Pleasure in Announcing That 


Mr. O. Thomas Kuhn i 


is now associated with 
this company as a sales 


representative. 


Son & Prins CoMPANY. 


Importers of Diamonds Since 1892 
55 EAST WASHINGTON ST., CHICAGO 2, ILL. 


630 FIFTH AVE., NEW YORK 20 
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CENTRIFUGAL CASTING DON’T BUY 


EQUIPMENT & SUPPLIES 


Centrifugal Metal Casting Machines 
(Kerr, Vaughn, Dee, & Ecco—Spring & Motor Driven) 
Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 
Rubber Mold Holder for Wax Casting Machines 


Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 
Machines for Injecting Wax into Metal Molds ee 8 a 


(Hydraulic Hand Pressure & Air Pressure) 
Wax Eliminator Ovens 


(Saunders, Baker, Hones, & Hoskins—Various Sizes) WAR BONDS & STAMPS 
Melting Furnaces 


(Gas Fired & Induction—Various Sizes) 
Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 


Casting Crucibles 
{Sand, Mullite, Carbon, Carborundum & Graphite 
for All Types of Casting Machines) 


Vacuum Pump Units 


DIAMOND PAPERS OR JEWELERS SUPPLIES 


If you must buy European or Domestic Papers, 
Wallets, Cotton, Tweezers, Diamond Cutters’ 
(Table,Pump, Metal & Rubber Plate, Glass Bell Jar) Cement, etc., buy them from us and we'll buy 
Steel Flasks—Carbon & Stainless—Rubber Sprue Bases 


Investments—(“‘Cristobalite” for Gold & Silver) more Bonds and Stamps. 
(Saunders for Palladium) 
Waxes—(Kerr’s Precision & Modifying—Saunders) 
Tongs for Crucibles & Flasks—All sizes 


Fluxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO. 


(Suee. to J. Goebel & Co.) Est. 1865 INC. 
95 BEDFORD STREET, NEW YORK 14, N. Y. | KASSOY 9 W. 45th St., NEW YORK 
s 


Price List Sent Upon Request 
LARGEST DIAMOND SUPPLIES OFFICE IN THE WORLD 


Write for Catalog, Samples, Prices 
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BRAZIL—EXPORT 


DAVID BAND specializes in the ex- 
port of cut and polished Diamonds as 
well as every kind of semi-precious 


stones. 


BRAZIL—IMPORT 


We are interested in the importing of 
genuine precious Sapphires, Rubies, 
Emeralds, also modern silverware and 


everything connected with jewelry. 
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A pply to 


DAVID BAND 


Avenida Rio Branco 111, sala 406 


RIO DE JANEIRO 
- BRAZIL 
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THINK THERE OUGHT TO BE A LAW? 
(From page 182) 


levied by some municipalities and contemplated in other, 
An assorted crop of new municipal taxes would py 
added business administrative as well as tax bur 

together with the threat of new and serious barriers), 
the free flow of interstate and even intrastate trade, — 

While there is widespread agreement as to the deg, 
ability of eliminating overlapping federal, state and log) 
taxes, the prospects for early corrective action ap 
dim. Administrative cooperation between the differgy 
governmental levels in tax collection has made Consider. 
able progress, but definite apportionment of varigg 
types of taxes to the different governmental levels » 
mains in the theory and proposal stage. 

State and federal divergence on anything approx, 
mating agreement as to which should tax what, andy 
what extent, is shown by the fact that some 14 staty 
already have adopted resolutions memorializing Congres 
to call a convention for adoption of an amendment to th 
federal constitution limiting federal income, gift ay 
inheritance taxes during peacetime to 25 per cent, }f 
such resolutions are adopted by 32 states Congress wil 
be mandated to call a constitutional convention to cop 
sider the issue. 

Expectations of increased competition in jewelry men 
chandising after the war add significance to the tax 
situation. There are indications, too, that efforts 
obtain state legislation to restrict competition will hay 
two strikes on them before they get started. Demand 
of the postwar economy for the production and distriby 
tion of the greatest possible volume of goods will be cited 
to support strong opposition to chain store taxes, pric 
maintenance and other legislation designed to restri¢ 
competition. Significant in this respect is the fact thata 
report last year by the postwar committee of the Ne 
tional Association of Manufacturers referred to fait 
trade laws, below cost sales ban laws and chain stor 
taxes as examples of “undesirable” governmental inter 
ference with the free movement of goods which “should 
be opposed by business leaders or legislators who hav 
a strong feeling of responsibility for the over-all public 
interest.” 

Jewelers may be among those facing increased com 
petition as the result of legislation fostering financial aid 
to returning servicemen wishing to set themselves up it 
business. Likely to be used as a model for bills in othet 
states next year is a new law in New Jersey providing 
guaranties of loans up to $3,000 for veterans seeking 
funds to establish businesses on returning to civilian lifé 
Returning veterans also will have access to loans undé 
the federal GI Bill of Rights program and with such ai 
together with financial backlogs accumulated by them 
selves and their families, many may elect to enter jewelry) 
merchandising. : 

There is, of course, no inclination on the part of any 
business field to keep veterans from any possible oppor 
tunity to get back on their feet in civilian life. In fach 
the Committee for Economic Development, the postwat 
planning agency of commerce and industry, has pre 
claimed its advocacy of special encouragement for re 
turning servicemen "to-go into business for themselves 

Tending to increase the costs of jewelers, together 







































THE JEWELERS’ CIRCULAR-KEYSTONE 


sides It protects you against burglary, theft, 
rio hold-ups, window smashing, pennyweighting, 
fire, smoke and water damage, loss in transit, 
Pros and covers anything you may have on memo, 


as well as your own goods. 


All Your Insurance Needs 
: Covered by a Single Policy | | 


I That's Jewelers’ Block Insurance .. . 


11 St. Paul Fire & Marine Insurance Co. 
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_ WM. F. BOYLAN, Mar. 111 West Fifth St. E. B. BARRY, Mor. 
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Save yourself insurance worries by covering | 
ALL RISKS with this one simple complete | 
policy. 

For details consult any of our agents any- 
where in the United States, or your own 
broker. | 







ALLIGATOR 
PIGSKINS 
OSTRICH 
LIZARD 
BOAR 
CALF 
FROG 









Prompt Deliveries 


JACK KREUTER COMPANY 


516 FIFTH AVENUE 
NEW YORK 18, N. Y. 
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To a Jewelry Manufacturer, 


Importer or Distributor— 


MAYBE I'M 
THE MAN 
YOU'RE LOOKING FOR! 


If you’re planning to expand your 
postwar business, my 30 years’ diversi- 
fied experience with the watch import- 
ing, retail and wholesale trade is yours 
to ‘capitalize on. 


My coast to coast contacts are intimate, 
productive ones. 


[ can initiate, plan and carry through 
almost any merchandising and selling 
program. 


I’m not looking for a “job”. What I 
seek is a connection to which I can 
bring to bear all my varied capaci- 
ties—one that warrants a cash invest- 
ment on my part, if such an investment 
is necessary. 


I’m old enough to be thoroughly: sea- 
soned, yet young enough to accom- 
plish big things. 


Your reply will be held in strictest 
confidence. 


Address: 
JACK HOFFMAN, “Box 5701" 


Care Jewelers’ Circular-Keystone 


100 East 42nd St., New York 17, N. Y. 





restricting employment of women and minors, widely 








with those of other employers, will be a continued 

toward broadened social security and related Measures, 
Unemployment compensation laws have been increasing 
liberalized and extended ever since their inception, wig 
the trend by no means ended although likely to gly 
down pending clarification of the postwar employme ‘ 
situation. Indications are that workmen’s compensatig, 


laws also will be further liberalized, both as to allows. 


ances and compensable diseases. Small employers hep 
tofore largely exempt from such measures will eventual} 
be covered if present trends continue. 


Looming as an entirely new form of added biising { e 


cost is state legislation designed to make medical 
hospital facilities more accessible to the public. Wig 
talk of similar-moves reported from many states, a eg 
pulsory hospitalization plan calling for employer «& 
tributions is scheduled for serious legislative conside 
tion next year in Rhode Island with the backing of Goy, 
J. Howard McGrath. 

While there undoubtedly will be a postwar attemp 
to revive the drive for state replicas of the federal wag 
hour law, there are no present indications that any ex 
siderable progress will be made in this direction. 
states have steadfastly resisted Washington pressure f 
adoption of such measures, with some states even taking 
directly opposite action by reducing the time limitations 
for worker suits under the federal statute. State laws 


F 


eased as a war aid, will be returned to their former 
status. Laws requiring equal pay for women doing equal 


th 2 





work with men will be sought in many states next year, 
but this drive will wane as ‘the manpower situation 
normalizes. , 

There will be renewed state legislative interest in bills 
to regulate installment merchandising. Two types of 
bills may be expected: One proposing stringent regula-” 
tion through licensing of all installment sellers, and the’ 
other patterned after 1941 New York State laws in- 
tended to aid self-regulation by exerting compulsion on) 
irresponsible retailers who ignore ethical standards in 
installment merchandising. . 


A COOPERATIVE "BACK TO SCHOOL WEEK" 


“Back to School Week,” Aug. 21-28, was put over in 
a big way last fall by the Downtown Business Men's) 
Association of Los Angeles. All of the leading firms par) 
ticipated, and all arranged special displays of school) 
merchandise, and ran big ads captioned “Back 
School.” The newspapers cooperated freely. 

An interesting feature was the choosing of the typical 
American schoolboy and schoolgirl, these being selected 
by a popular vote conducted through the newspape 
When the winners were announced the fortunate young: 
sters were photographed and then taken on a tou 
through the stores, where they selected what they mo 
desired in the way of school clothes, accessories and 
supplies. As was to be expected, when they visited th 
jewelry stores, they chose a watch as the most desired 
gift. Compacts for the girls, and belts with sterling 
buckles for the boys, were second choice. 

To rouse the interest of the younger students an essa 
contest was open to “every victory-minded boy and gi 


from 5 to 18,” on the subject, ““What I Can Do to Aid) 
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Member of American 


Gem Society 336 Mulbe 


YES! We Have 


Cigarette Lighters 
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Silver cigarette lighters are almost impossible to secure 
today... . But look at these from Mexico. . .. We have 
them and they’re beauties! 


Made by skilled Mexican silversmiths. 
Sturdily constructed—Uses standard flint and wick. 








Order promptly to insure early delivery 
Priced at $12.50 


UNIVERSAL EXPORT AGENCIES 


90 WEST STREET NEW YORK 6, N. Y. 
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Manufacturing 
Jewelers 


Newark 2, N. J. 











Opportunity 


to DIAMOND BUYERS 


As one of the world’s largest buyers of Dia- 
monds and diamond jewelry direct from the 
public we are in a position to save you con: 
siderable money on your diamond purchases, 


Heretofore we sold our diamond jewelry to 
the New York manufacturimg and wholesale 
trade. We have now decided to establish 
nationwide distribution. 


We carry in'stock a large variety of mounted 
second-hand jewelry. 


We solicit inquiries from responsible jewel- 
ers who wish to effect substantial savings 
through cash purchases. 


EMPIRE DIAMOND APPRAISING Co. 


EMPIRE STATE BUILDING 
New York 1, N. Y. 
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Where Jewelry Boxes by 





Dennison 
Were Made in ‘44 


Beginning in 1844 and continuing until 1894, 
Dennison set-up boxes for top-flight jewelers 
were made in Brunswick, Maine. Aaron 
Dennison and his father turned out their first 
stock by hand at the Dennison homestead. 
Orders flowed in so fast their production 
facilities were taxed. They designed and built 
a box machine, took additional quarters. 
These moves helped—for a while, but... 

So many more boxes were ordered by so 
many leading American jewelers that the 
Dennison box business was moved to the 
Roxbury, Mass., plant in 1894. Names that 
were marked ‘‘New Customers” in those years 
are still on our highly active list today. 

In fact, but for the only Dennison customer 
who can out-rank them, many of these accounts 
would be two and three times more active than 
they now are. For until the war is won, our 
first consideration, and yours, must be our 
Government. Then you and we can turn to 
peacetime selling and we shall take added 
pleasure in broadening our teamwork with 
jewelry firms which have been Dennison cus- 
tomers for 50, 75—yes, and for 100 years! 
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the War Effort.” Big posters shown, with the Commen, 
“All you have to do is to write an essay of 100 worg . 
less on a timely theme, for example, collecting Scrap 
grease, victory gardening, harvest camping, buying yw, 
stamps, etc.” For the best essays nine awards 
made, eight $25 war bonds and the grand prize of a gy 
bond. Entry blanks could be obtained at all of the Jexg 
ing stores. 

To appeal to the high school and college girls, it y, 
announced that on Aug. 21 photographers would roa 
through the stores, taking pictures of the most sm 
and appropriately garbed young women shoppers, Fro 
the scores of photos thus taken, four were selected , 
finalists, the judges being well known fashion stylig, 
These four appeared on a special program at Vj 
House on Saturday afternoon, and the winner was py, 
claimed “Miss Los Angeles of 1943,” and received a $y 
war bond, the three runnerups getting bonds of $25 ead, 





HEINMULLER'S RECORD OF AVIATION 
Man’s Fight to Fly. John P. V. Heinmuller. Foreword by Capt. Raj 


Rickenbacker. Funk & Wagnalls Co.,"jNew York, 1944. Iilg 
‘ trated. 352 pp. $6. 


N outstanding position and a good name in one m 
jor field of human activity are enough for mog 
men’s ambition. To achieve distinction in two fields is, 
rare thing indeed. 
John P. V. Heinmuller is known throughout jewelry. 
dom as the president of Longines-Witnauer Watch (p, 
He was sent to America in 1912 by Earl Wittnauer, anj 
his distinguished career in the watchmaking business haj 
begun earlier in his native Switzerland. 
But to the men and women of aviation the nam 
“Heinmuller” stands for the invention of many instr 
ments now standard in the modern plane. It also stand 
for a founder of the Timing Contest Board of the Ne 
tional Aeronautical Association, in harmony with th 
chronometric specifications of the Federation Aeronar 
tique Internationale. Mr. Heinmuller became, and tr 
mains, chief timer of these organizations. It also stand 
for the owner of one of the world’s outstanding colle. 
tions of air mail stamps and covers. 
From this rich, behind-the-scenes personal backgrounl 
of aviation’s development through many years, Mr 
Heinmuller has written “Man’s Fight to Fly,” present 
ing the evolution of aviation from the dreams of & 
Vinci to a prediction that planes before long will bes 
universal means of tourist and business travel and wil 
make great changes in the living habits of America. 

The automatic pilot and the electric echo altimeter 
will make flying a doubly certain method of transporte 
tion in Mr. Heinmuller’s opinion. 

One part of the book is a chronology, summarizing the 
accomplishments of aviation’s leaders, with a portrait d 
each one and a sketch of the historic craft in which } 
flew. Elsewhere, the work is illustrated with hundreds ¢ 
photographs, from the author’s collection, many of whic 
he took during world record flights. 

Of “Man’s Fight to Fly,” Capt. Rickenbacker says 
“Mr. Heinmuller’s intimate knowledge of the pionee 
he has listed in this book through years of close associé 
tion makes his efforts not only interesting reading mattety 
but records historical*facts that should be read by eve 
man, woman and child in America.” 
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MASONIC RINGS 
10K Yellow Gold with 
Masonic Encrusted Onyx 
and Signet Masonic Rings. 


“i NEC 
RING 
with Raised { With Genuine 
Masonic Emblem \ iat 4 Onyx Encrusted 


Genuine Oriental Pearls 
with Genuine Amethyst or 
Genuine Topaz Centers. 





10K Yellow Gold 
in all. Birthstones 


CLUSTER RINGS 
In 14K Yellow Gold with — 
Genuine and Synthetic © 
Stones. hase 


Memo Selections to Rated Concerns — 


YEN , ? : - 
a aaa 


Established 1920 


2 West 47th Street, New York 19, N. Y. 


For August, 1944 





IDEAS... 


| ag THOUGH IT may seem previous to plan now for 
a window on Labor Day, this one may take a little 
time to line up. Its theme is “Hats Off to Loyal Labor.” 
Ingredients: across your largest window a simulated gir- 
der painted bright red and peeking over it samples of 
the various hats worn by men and women war plant 
workers in your vicinity. A window card should read, 
“They’re backing up the production, you’re asked to back 
up the fighting front—Buy Bonds.” Labor Day is 


Sept. 4. 


2 * 


WonDERING How you may tie-in with all that interest 
in the election whipped up by the conventions? Simple! 
Borrow from the library pictures of all the presidents 
who have served since your store opened. Arrange them 
in front of your window with this message, “The presi- 
dents under whom (name of store) has given loyal ser- 
vice to the public.” 

* * * 

INVASION NEWS GRIPS everybody. Have you thought of 
devoting a whole window to a map, and up to date with 
the news from the fighting front? McCreery’s, New 
York, keeps passersby posted this way. 

* * *# 

“Comp Your Hair With Gold,” says Altman’s, New 
York, showing 14-karat gold-encrusted combs, hairpins 
and barrettes. Collaborate with a local hairdresser to 


C.RUEFLI- 


5! orld 


be ad I] ale Are \ 


ARTHUR BAUER U. S. Representative 


show in both your windows and his, for an exchange of 
credit cards, coiffures glowing with golden hair oyp,. 
ments ranging from lowest prices on up. 

* * * 


On THE warcH for a good watch idea? Tourneau de. 
veloped it in New York. Display your watches as usual, 
but at either side of the window group miniatures of , 
Wac, Wave, GI Joe, Marine, etc., with some such not 
as, “They're relying on (name of store) watches all oye; 
the globe.” 

* *& 
“Bond IDEA WITH a time-piece theme. Rig up a fake 
clock whose hands go ’round and ‘round and how this 
card prominently, “within the hour, 1000 men will give 
their lives for you—you are asked to buy bonds.” Lord 
& Taylor, New York, recently stopped traffic with a 
whole battery of windows each with a clock and each 
devoted to what happens in the war within an hour—hoy 
many bombs are dropped, how many men are wounded, 
etc. 

* * * 

By THis TIME have your giftwares simmered down to 
a bit of this-and-that? Group everything together in 
“Corner on Gifts.” Bonwit, Teller, Fifth Avenue, New 
York, does. 

* *” * 

I¥ SHORTAGES OF PERSONNEL plague you, here’s a way 
to handle stationery, self-service, so to speak. Macy’s, 
New York, devotes the top of one counter to a spread 
of papers, each glass-covered in a diagonally slanted 


LURY ¢ CO BIENNE 


Over’ 


48 West 48th Street, New York, 19, N. Y. 
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slot, so that customers may examine the size, color and 
texture OD their own. At the top of each sheet, Macy’s 
ives. the price for papers and envelopes. Across the 


whole spread there is this streamer, “Our open stock 


stationery. Doe at 


Are you sHowine “Young Toppers”? They’re excit- 
ing for now and later in the summer. Tell your cus- 
tomers you combine flowers, ribbons, combs, bandeaus 
with artistry to achieve “Young Toppers.’ Invite them 
to use these gay hair adornments “to perch on your 
pompadour, to frame your face, to hug your hairline.” 
The words are from B. Altman & Co., New York. 


=. 2 


Memory nines... the ring anybody can give any- 
body! Often worn on the little finger, they are the pet 
present from brother to sister, husband to wife, son to 
mother, swains to sweethearts, etc. For a display you 
might like this theme, “Prove you remember . . . send a 
‘Memory Ring’.” 

& * * 
On THE watcH for a good slogan for your time- 
pieces ? How about, “Watches of the Present for the 
Future”? 

S. 3's 
Ir you’p LIKE to do something really significant in 
public relations in your community, you might look inte 
Look magazine’s “Don’t Buy Another Depression” ma- 
terials. The editors have organized a well-rounded cam- 
paign from which you may choose such features as seem 
most desirable for your particular needs. For, further 





information write to Promotion Manager, Look maga- 
sine, 511 Fifth Ave., New York 17, N. Y. 


+ + 


AHEAD: THREE SIGNIFICANT days on which to sell 
Bonds. Atlantic Charter Day, commemorating the time 
when President Roosevelt and Prime Minister Winston 
Churchill met in mid-ocean on Aug. 14, 1941; National 


y Aviation Day, Aug. 19; and the birthday of the Red 
H Cross, Aug. 22. With your spread of Bonds in a win- 
# dow for the first, you might use this streamer, “Prove 
# You Approve What They Did.” For the second, “Keep 
f Em Flying—Buy Bonds.” For the third, “Send a 
a special birthday present; buy a bond; better still—do 


both !”’ 
* * & 


“THE SPIRIT OF THE HOUSE...” is a common ex- 
pression people use to describe a store they like. When 
you have pep meetings do you speak to your workers 


| about the ways in which efficiency, courtesy, good 
nature, friendliness all add up to many people saying, 
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“I like the spirit of that place.” 





GIVE YOUR OWN BRIDAL SHOW 
Pe Pe MED. on 


Mt et Me Stee wees ORs mem oben ome 


the Stage” has the answers on how to arrange for ad- 
vance publicity, proper stage settings, how to keep your 
models in the right mood (important if they are local 
socialites and customers), how to arrange programs, 
and so on. 

Complete copies. of “The Bride and Her Diamonds 


Take the Stage” may be obtained from N. W. Ayer & 


Son, Inc., 30 Rockefeller Plaza, New York 20, N. Y. 
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J.2849 Gold, ruby and diamond spray 
_ Clip. Keystone $1500 

Gold, ruby and diamond scroll design 
earrings. Keystone 








To the trade visiting the 
convention, the use of 
Cur office facilities 


during their stay 





















































Ameriean Merchants Must Train 


3.000.000 Salespeople—Or Else! 


Nebody ean train an army—it’s too big, but a sergeant can train 
a squad; salespeople, too, can best be tutored in small groups; 
post-war employment will chiefly hinge on the fine art of selling 


By EDWARD H. GARDNER 


HE perilous shift from war to peace will call for 
skill in selling across the whole retail front, as 
never before in this nation’s history. 

The invasion of Europe, on which hung the hopes and 
‘fears of the world, was a dangerous operation in the 

military sphere. Equally dangerous in an economic 
sense will be the movement of enormous new quantities 
of merchandise into the ownership and use of our 137,- 
000,000 people. This movement is essential to complete 
the cycle of factory production and high-level employ- 
ment in all forms of occupation. The vast volume which 
will be manufactured must be sold, or it will pile up in 
inventories . . . factories will slow down . . . dreaded un- 
employment will become a terrible reality. 

Will the retail sales force, 8,000,000 strong, needed to 
~ move these goods, be trained for their job, as every last 
man in the invasion force was trained? 

Or will they stand with lifeless arms, between the 
people and the merchandise, unready to stimulate and 
satisfy demand? 

This great army must be trained for our invasion upon 
the unknown beaches and cliffs of the peace. A wastage 
of the nation’s manpower in the nation’s distribution 
crisis is unthinkable. 


PENT UP DEMAND CAN'T LAST 


Economists understand well that following the first 
eager rush to satisfy merchandise needs denied in war, 
there may come a lag, a hesitation, which if prolonged 
would beget general loss of confidence . . . breeding de- 
pression. This is where helpful, trained salespeople can 
stimulate and maintain normal demand. 

Right now, when we think it cannot be done, is the 
time when a beginning should be made. No store is too 
small or too large to play its part. 


FEW BEING TRAINED NOW 
Some retail merchants are not afraid to face the issue. 
But in most retail stores of America, sales training is 
now dead. “A casualty of the depression and the war 
boom,” says a well-known retail authority. Questions 
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asked of many retailers, including chains, departs 
stores, and independents, show that in too many 


sales training is the last thing to which current though 


and attention is being given. 

“People won’t stand still long enough to be train 
says one retailer. 
they’re gone in two days—or by noon.” 
sell anything I put on the shelves, and am wo 


where to “find goods to sell; why should I take time tp 


train people to sell?” asks another. 
These conditions are changing swiftly. By Octo 
some of the best estimates indicate, the present crit 
manpower shortage may have waned. An actual su 
of workers may appear by the end of the year. 


sales training now. 


Train salespeople today, say other retailers, to | 
“My salespeople are my best & 
set, because they bring customers back,” says a man Wil 
is known in his trade for doing a good volume whet 


tomorrow’s goodwill. 


his competitors do or not. “You can bet I’m not quill 
on my sales training even during the war.” 

Several facts stand out in demonistrating the need 
retail sales training: 


1.) The peace-time business volume needed to keep 








€ con ond of a series of articles by dis 
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© Formerly professor of Economics at the Un 
dward H. Gardner th 


versity of Wisconsin, 
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Association of Consulting Management E 
neers in preparing the “Handbook for Ret 
ers.” The handbook was produced for 
Committee on Economic Development and 
distributed without charge to businessmen. 


“I hire them in the morning 
“When I cm 
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goods are likely to be produced in increasing quantities 
This outlook, say some of the best retailers, justifi 
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nation going and provide high-level employment is esti- 
mated at 142 billions. This is 30 to 45 per cent over 
1940. Manufacturers are figuring on producing this 
amount. 


2.) Advertising should not be expected to do more 
than its normal share in selling the nation’s goods. To 
count on more would be like relying on air power and 
forgetting the infantry. 


3.) The magnificent performance of advertising blinds 
many to the obvious fact that it affects only a portion of 
all merchandise. Even retail advertising is selective, 
aimed at bringing people into the store. One of the 
largest advertisers using hundreds of full pages per 
year estimates that he features only one item in 40. He, 
like the great number of stores that do not advertise, 
must rely chiefly on salespeople. 


4.) Prof. Neil Borden of Harvard estimates that, as a 
whole, stores spend three to four times as much on per- 
‘sonal selling as on advertising. If it is logical to tune 
up advertising for efficiency, it is three to four times as 
logical to. tune up selling. 


5.) Trained people sell faster, increase the average 
sale, please customers better, and bring them back. Cus- 
tomers like fast selling, a brisk, happy tempo in the 
store. yeh A NES 
fr ora” 

‘MEETING THE OBSTACLES 

“What: are the hurdles to sales training? Why is it 
that 80.few stores, out of the 1,770,000 shown in the 
1940 Census, have ever tried to get the most out of their 
‘people? Here are the answers most frequently given, 
as revealed in research currently conducted under this 
writer’s direction. 


‘First—The store proprietor thinks sales training is a 
big job. It is not—it is a little job, giving a few ideas 
to a few people at a time, and keeping at it until those 
ideas become habits. , 


Second—He thinks a training course needs a big 
quantity of material—merchandise manuals, training 
manuals, and so on. True, such material can help, but 
might swamp him at the start. As a matter of fact, 
quantity is not generally the answer. Actually, training 
aids should be supplied in small installments. 

Third—He thinks he couldn’t take the time to teach 
about all the merchandise in the store. He needn’t. One 
of the most successful ‘sales trainers, a woman, says: 
“TI used to teach about merchandise—now I teach about 
people”—meaning, the right attitude toward people and 
how they use merchandise. Then merchandise facts are 
quickly picked up. In any teaching, poor teachers teach 
subjects, but good teachers teach students. 


Fourth—He thinks he cannot put himself in the posi- 
tion of a teacher. This is the real hurdle. He knows 
how to sell, but he doesn’t know how to teach selling, 
or so he believes. It makes him feel embarrassed. He 
thinks he has to hold a class, which seems to him formal 
and not natural... The truth is that the best training is 
done on the job, making suggestions to one person at a 
time. 


Good solutions to these difficulties can be found by 
adapting to retail sales training the amazingly successful 
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, this item, or this group of items, and figure out the best 








methods of TWI, Training Within Industry, worked oy 
by a group of the nation’s leaders in industrial training 
for war manpower in the factories. 


WARTIME TRAINING NOT BUNGLED 


Here was one place where getting people trained wa, 
a matter of life and death. Brand new types of mujj. 
tions and supplies had to pour ‘out of old and new fy. 
tories in quantities for which there was no precedent jy 
the world. This job could not be bungled. Greg 
hands by hundreds of thousands had to be trained by 
men who never knew what training methods were, 

TWI’s first words to the instructor are these: 

“Go back in your own memory. Remember how you 
felt the first day on a new job?—the time you wer 
stumped by a new ‘wrinkle’ on the job? . . . the time 
when the boss corrected you and your work? 
you liked the way he did it—or perhaps you didn’ 
Any worker assigned to you feels the same way.” 

“Most of us,” it goes on, “just ‘jump right in’ 
start instructing or correcting a workman without m 
thought or planning. Perhaps you do the same. Y 
know the job so well that you've forgotten the thi 
that ‘stump’ the learner. You know it so well, that y 
don’t plan how to ‘put it over.’ You know it so wel 
that you don’t pick out the ‘key points’—the ‘knacks’— 
the things that make or break the operation.” 

“Break down the job,” it advises. “You know 
there is one right way to do every job. You know that 
there are a few ‘key points’ in every operation... Fill 
out a ‘breakdown sheet’ for each of your operations. It 
only takes three to five minutes.” 

Under “How to Instruct,” Step I, the first instruction 
is “Prepare the worker to receive the instruction. Put 
him at ease. Remember he can’t think straight if you 
make him embarrassed or scared. Find out what he 
already knows about this job . . . Get him interested, 
Relate his job or operation to the final objective, so he 
knows his work is important.” 

In four pages of simple outline, the nation’s best in- 
dustrial teachers showed how to tackle the nation’s most 
desperately needed job of industrial training. It took 
great wisdom to make a great job simple. 

These TWI principles work out in a store! 

Sometimes a store owner says, “The people I get now 
are no good. They’re not worth training.” Still, they 
are the best he has. Training can make them better. 
It can definitely help make a salesperson like the job, 
see its value, and want to stay. 
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HOW IT WORKS IN STORES 


Here is a procedure that will work in an average 
sized store. Are there two salespeople that are better 
than the rest? Get hold of them—or even of one. Say, 
“Before long we are going to have more goods to sell, 
some of them new kinds of goods. We may have new 
people to break in. I want your help. Now let’s take 






































way to sell them. We'll break this selling job down 
into its parts, and get them on paper.” 

To follow the TWI methods one step further, put at” 
the top of a sheet of paper “Sales Breakdown Sheet 
for —” (the merchandise item or group). Rule a line 

(Please turn to page 192) 





























THE JEWELERS’ CIRCULAR-KEYSTONE — 





A Post War “Natural” for YOUR Store! 


Ttacchecler &i 


A Utilitarian Luxury — 








Twenty-three beautiful, open-stock sterling pat- 
terns* you'll be proud to sell — at good profit. A 
perfect “‘natural”’ ! 

*The “Leonore” pattern, illustrated. 


WINCHESTI®B}S. 


PROVIDENCE,RHOODE I!StLAN D 
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For the first tame, Bren, its goow-by 


‘WELL, ANN, I guess this is it. 


Fifty-two minutes from now, I'll be report- 
ing in to Uncle Sam. And for the first time 
since we've been married, | won't be taking 
the 5:40 home. 

If it weren't for leaving you and our sons, 
Ann, I'd-be really happy. Not even you guessed 
how helpless | felt when I first tried to enlist 
and everybody kept turning me down. 


Now that I'm finally going, promise not to 
let it make too much difference, will you? 


I'd like to think things will go along almost 
the way they did before. 


Keep right on wearing these cute flowered 
jobs in the morning, even if I’m not here to 
see them. Spank the kids when they need it, 
and once in a while sit down and tell ‘em 


about their dad in the Army. 

Get yourself a real dinner at night, not just 
a snack. Put. a flower in your hair, and use 
our International Sterling... 

I'm glad | was able to get you that, at 
least, Ann. So many things have had’to wait. 
But you were right, as usual, when you said 
really fine sterling like International was im- 
portant to people like us. 

Maybe we were a little proud, to have other 
people see we owned ‘‘family silver."’ But 
more than that, it’s helped give a feeling of 
permanence and rightness to every place we've 
ever lived in. 

Does this sound like a speech, darling? I 
just wanted you to know that I think our way 
has been a swell way. And that I'll be a bit 
better soldier, to know that it’s waiting. 


INTERNATIONAL is working full speed on 
war production and making less sterling, so 
your jeweler may not have all the pieces 
you want. 

So buy more War Bonds with your money 
.-- hurry victory...and the day when the good 
things of life will again be plentiful. 

Your International Sterling is worth wait 
ing for. International gwes you the li time. salise 
faction of knowing. . . 

—that your sterling was made by the world’s 
foremost silver house. . . 

—that your pattern was designed by Inter- 
national craftsmen whose predecessors were 
creating spoons of coin silver 100 years ago... 


—that pieces created by these craftsmen have 
been exhibited in leading art museums 


Copyright 1944, International Silver Company 
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| DEBEERS EXPANDS DIAMOND CAMPAIGN 


IN expanded program of diamond advertising, public- 
‘ity and promotion was announced last month by 
Beers Consolidated Mines, Ltd. Continuing the 
icy of putting the chief emphasis on the diamond 
mgagement ring, plans for the coming year include 
‘avertisements in an enlarged list of publications, new 
blicity activities and preparation of promotion mate- 
‘al for use by jewelers. 
' In drafting these plans consideration was given to the 
“ inty that the approach of peace and the oppor- 
tunity to buy household appliances, automobiles and 
many other articles now subject to wartime restriction 
will create a strenuous competition for the consumer’s 
Wollar and demand more intensive local jeweler promo- 
‘tion for diamonds. 
' For this purpose newspaper advertisements for local 


use, window and counter displays, radio announcements 


‘and other promotion materials are to be made available 
to jewelers. 
© The sentimental and symbolic significance of diamonds 
| remains the keynote of the whole campaign. Both ex- 
) perience and surveys have shown that it is the greatest 
i factor in diamond sales; and it provides a theme, espe- 
| cially in the case of the diamond engagement ring, to 
which no other product can offer competition at any time. 
The new advertisements will follow the general pat- 
tern of those now appearing. One series stresses the 
emotional value of the diamond as a link between man 
and woman in love even during separations such as those 
of wartime. The other, presenting famous American 


churches, shows the diamond as an enduring symbol of 
the sanctity of the marriage pledge. 

The additions to the list of magazines carrying the 
advertisements will be chosen so as to widen the cover- 
age among the marrying ages and the opinion-forming 
group. 

Diamond publicity is designed to keep the tradition of 
the engagement diamond constantly before the publit, 
to stress the sentimental significance of the most brilliant 
and lasting of all gems in gifts for all occasions, to 
maintain the diamond as the leading jewel of fashion 
and to spread information about the contribution of 
diamonds to the war. 

New lines of activity are planned that will carry the 
diamond engagement ring appeal more directly and per- 
sonally to girls at the ages when most engagements and 
marriages are made. 

The publicity program for the coming year will also 
provide increased assistance to the retailers in the form 
of a new diamond booklet specially designed for cus- 
tomer distribution. 

The emphasis placed throughout the program on giv- 
ing direct support to the jewelers is made in confident 
reliance on their co-operation in the intensified promo- 
tion of diamonds which coming conditions demand, 


The new 20 per cent excise taxes are having a bad 
effect on sales, according to the Bureau of Smaller Stores 
of the National Retail Dry Goods Association. Jewelry 
and luggage are hit less hard than furs, but more than 
cosmetics. 





The Seeing Eye and the Hearing Ear 


Your customers have eyes to see: 


Appealing ads like this one from International’s award- 


winning campaign in Life. 


Your customers have ears to hear: 


International’s top-flight radio show, Silver Theatre, 
with Hollywood’s most loved stars in original plays. 
Over CBS stations, Sundays, 6:00 P.M., EWT. 


Result: 


They think of International when they think of Sterling. 
Read the ad yourself ... tune in the program . . . and 


you'll understand why. 


INTERNATIONAL SILVER CO., Meriden, Conn. 
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Tip when selling to two or more customers: Find, if you can, which 
has the "ruling mind"; focus your salesmanship upon that individual. 





Tells How to Sell Sterling 


From greeting the customer to engraving the monogram—it’s all 
lueidly explained in a helpful series of 24 sales-building lessons 
eompiled by the Sterling Silversmiths Guild; a “‘must’’ for jewelers 


URE as you're born, it will happen! One day you'll 

discover that customers aren’t as eager to buy as 
they were yesterday and the day before, and that will 
be it—the buyer’s market that everyone has been talk- 
ing about will be now! 

To meet it, you will need the right equipment—top 
salesmanship ! 

And you may find that your old reliable salesmen have 
lost some of the magic touch in the rush of the past year 
or two, when buyers were easily satisfied. “Green’’ re- 
placements should be prepared now for the day when 
they will have to do more than just “wait on” a cus- 
tomer. Returned veterans must be eased back into the 
ways of dealing with civilians. All will need training to 
get back in the swing of actually selling! 

To streamline and polish selling techniques, the Ster- 
ling Silversmiths Guild of America has issued a handy- 
sized booklet The Fine Art of Selling Sterling Silver. 

Although this little book is really a compact course in 
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building sterling sales, it is also crammed with general 
pointers that are the foundation of good salesmanship. 
For instance: 

The Fine Art of Selling Sterling Silver gives helpful 
hints on what to do and say to clinch a sale with many 
difficult types of customers. Everyone is familiar with 
these—‘“1) the talkative, 2) the silent, 3) the discour- 
teous, 4) the know-it-all, 5) the indifferent, 6) the skep- 
tical.” 

As for the talkative type and the self-styled expert, 
just let ’em talk, advises this book—but keep hold of 
the reins and pull the conversation your way. The silent 
type is a little harder to handle. Here the book quotes 
the technique of a salesman in New England, where 
people can be super-silent. 

““*When a customer is somewhat reserved in his man- 
ner—and a lot of them are—lI resort to questions. And 
knowing that such customers are disposed to answer 

(Please turn to page 196) 
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Youll get 


EV EDICT 


HOLLOW-WARE 


CANDLE STICKS 
No. 1156 


COFFEE SET 
No. 7310 


OS cttenks to this Simple, Practical Plan! 


Our plan is Simple. If we can know in advance what 
your needs in the Household Hollow-ware line will 
be, we can make the necessary arrangements ahead of 
time, to start Manufacturing the items you want the 
minute materials are released by Washington. 


Last-minute confusion is forestalled, and much time 
is saved. But better still, your order goes on a prefer- 
ential list. Deliveries will be made strictly according to 
precedence. In effect, the Benedict plan assures you of 
a place at the head of the line now. 

We know the demand for Benedict Household 
Hollow-ware is going to be high. The best sales oppor- 
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tunities will go to those who were foresighted enough 
to provide for it. Others may have to wait before their 
orders can be filled. So get your order in now. 


Write today for folder describing the items we in- 
tend to start Manufacturing, and make your selection 
right away. We can’t promise a definite delivery date. 
But we can assure you of preferential delivery when 
civilian production is resumed. Write today for list of 
items scheduled for early production, and put your 
postwar planning on a practical, businesslike basis. 


BENEDICT MFG. CO., East Syracuse, N. Y. 
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by RODNEY E. DEFENBAUGH 


Strauss-Stallings sold no jewelry 
that day—but committees from 
18 of the most active women's 
clubs in Jackson, Miss., sold $80,- 
000 worth of War Bonds! Below: 
Full-page advertisement boosting 
store's "War Bond Club Day.” 





You Gre Invited... 
o To. The Greatest Selling Event Ever Held In Jackson! 
TODAY IS WAR BOND CLUB DAY 


At 


Shrauss- 


3 S2hres 


ts 
fet. tbe day $8 90 imporant on tthe gual we eitel, thet 
te Bere invited petreric deck on women's organise 
tome 19 barr "be respensibalits with ws. ‘Typiral of 
Me Tarloan epieit thes bore v-spanded witty. om 
=" fodder. oe pit tree a sar ue dyrvive the... 


Sale of War Bonds \; 





Thonking of Buying A Bond? 
‘Men Are Dying While Yor 
Make Up Your Mond! 


SSS 
| Altra Oh A oe bes MeCatierey, Pre, 

Be 0 Prat Wemmen's Chub, Mam Catherine Me 

Fartane, Pom. 

Besinene Girls of 7. WA. Mien Comte McGinn, 

— 





J Asensine Wm Rages steps Jetty Spread 
FREE! wcicietat. vin te partment 


ery Wor Boot in any amount? Be bere....Bay 


Vy 2S Sree 
~ “PNG SUYER STORE OF MISSISSIPPI" 
Ped Bem Onpric! Breet 











HE Strauss-Stallings firm of Jackson, Miss., is en- 

titled to plaudits on not one but two counts, as a 
result of a recent event which was conceived and exe- 
cuted by this alert jewelry organization. 

To begin with, the program grossed over $80,000 in 
War Bond sales on the second day of the recent Fifth 
War Loan Drive, and that, in itself, was worth all the 
effort and cost, according to J. T. Stallings and Bert 
Strauss, co-owners. 

Next, and by no means least, the very epitome of cus- 
tomer good will was engendered. Some customer-con- 
scious store-owners call this intangible sales creator 
under titles of’ “public relations,” “prestige,” or even 
“institutional advertising.” No matter what heading is 
most descriptive, the fact remains that letters and com- 
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Women’s Clubs Sold Bonds 
In Jewelry Store Booths 


mendations of every sort have poured into the organiza- 
tion because of the program. 

To begin with, an obligation was keenly realized with 
regard to War Bond selling for the Fifth War Loam 
and that was enough to start an intricate series of gears 
meshing into lively action. 

Tuesday, June 13, was set aside as War Bond Day at 
the store and some 18 of the most active women’s clubs 
in the city were invited to participate in assisting the 
store sell bonds. These clubs were of the highest type, 
ranging from Navy Mothers to Daughters of the Ameri- 
can Revolution and Business and Professional Women. 

Club presidents were promised there would be no 
regular business on this date. They were assured that 
ample publicity would be given their participation. Each 
organization was assigned an individual selling booth in 
the store where its members could make sales and there- 
by receive individual credit. Then, to guarantee this 
Bond Day buyer appeal, the store agreed to award @ 
silver-plated butter spreader to every purchaser of a 
War Bond, regardless of amount. 

Additional inducement was hardly necessary—but, to 
be doubly sure these groups did vital advance work, a 
$50 War Bond was promised to the club selling the 
greatest amount of bonds in dollars and another $25 
bond was pledged to the club selling the greatest num- 
ber of individual bonds. 

It is a program worth remembering—and actually 
putting into practice during the Sixth War Loan Drive. 
And, the Sixth War Loan Drive is coming before it’s 
over over there. 
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Well. It’s quite a story. 

It was back in ’33 when Bill first 
came a-calling on me. He came in 
his official capacity, of course. As 
V. P. of the Gorham Company — 
makers of fine sterling silver. 

And I guess Bill must’ve liked me 
from the start. Because, you see, 
he’s still calling on me in the pages 
of Cosmopolitan today! 


Here’s why he likes me... 


I'm young. (The majority of Cos- 
mopolitan readers is under 35!) ... 


I’m married. Wonderful guy. Two: 


dandy kids—to date. 


“Hey/ Have you heard the one 
about Bill McChesney and ME?” 


And being a “young married,” I’m 
still acquiring important things for 
my home. Silver, for instance. That 
interests Bill McChesney a lot! 

Yes, and I have more money to 
spend on the things I want for my 
home than most people. 


Some story, huh? 


Almost as good as those stories that 
keep me shelling out 35¢ each and 
every month for Cosmopolitan. 
Aren’t they clever, though? They 
really do pull us young ones in! They 
know we can’t resist reading those 
wonderful best-sellers in Cosmo- 


‘Osmopolitan 
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GREAT WRITING MAKES GREAT READING! 





politan before they become books. 


How cbout you? 
So how about your telling your sell- 
ing story to a girl like me? 
Honest. I’m the readingest and 
buyingest girl you ever did meet. 
See for yourself. 









Cosmopolitan Readers are YOUNG! 
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@ Sterling silver g 
type bracelet, | 
ing for $3, from. 
Safran Co., 107. 
St., Philadelphia 


@ Plated in pink, 
yellow gold, — 
sterling silver 
and matching 
rings retail at 
set. From fall ¢6 
tion by David 
Co., 5 N. Wab 
Ave., Chicago 


e Typical of the “Glamor Line” by Jay Kel 
Jewelry Co., 307 5th Ave., New York 16, is this 
gold-plated sterling spray pin, to retail for $14. 


e@ The Walburt Division of Walter Lampl, 608 Fifth ia n% Id-plated sterli 
Ave., New York, presents a smartly designed spray fo rocnpent. wo slog hagds chat GA 
> ke " : w , . 
pin, of gold-plated sterling and genuine stones. Bracton Jewelry Co., 353 Fifth Ave., New York 


e@ Named "El Morocco” from the Cafe Society 
series, this bow pin is rose gold-plated sterling, set 
with choice of colored stone. It retails at $18 plus 


e Anew ver- 
tax. R. M. Jordan Co., 377 Fifth Ave., New York. 


sion cluster 
ring with 20 
natural pearls 
and a topaz- 
quartz or 
amethyst cen- 
ter stone set 
in 14- karat 
yellow gold. 
Leif Bros., 2 
W. 47th St., 
New York. 


@ Newly designed 14-karat pendant, set 
with one diamond and suspended by 
heavy 14-karat chain, to retail at $150. 
Church & Co., 336 Mulberry St., Newark 2. 
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jewelry ty Jordan 


4 THE OPENING OF OUR NEW SHOWROOMS 
377 FIFTH AVE., NEW YORK, 


607 SOUTH HILL ST., LOS ANGELES. 


id 


y 6 Weinvite you to visit our new showrooms the next time 


a od 


you are in New York or Los Angeles. At the same 


time you'll see our new Fall line which is ready NOWL 








Am JORDAN 


——_—— <_< 


Factory, 17 Custom House St., Providence, R. |. 


oms: © NEW YORK - 377-5th Ave. © LOS ANGELES : 607 South Hill St. © CHICAGO - 36 South State St., North American Bidg | 
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MERCHANTS MUST TRAIN SALESPEOPLE 
(From page 182) 

down the middle. At the top of the left-hand column 
write “Important Steps in the Sale’ and under this list 
the important points connected with each such phase as 
the approach, the presentation and the close. For ex- 
ample, under “approach” come such points as “Opening 
Remarks,” “Gestures,” “Friendly Overtures,” etc. At 
the top of the right hand column write “Key Points.” 
On this side give the actual words of the opening re- 
marks, describe in detail the physical gestures, tell ex- 
actly how to make friendly overtures. In short, fill in 
the details needed to put the steps in the sale (listed on 
the left) into action. 

Get these one or two selected store people to help you 
fill out the sheet. Do it quickly, then think it over and 
revise it. 

In a good-sized store, pick the other people who are 
to help in the training and get them together, not more 
than 12 at one time, to allow individual attention to 
each member of the group. Go over the breakdown 
sheet. Make sure that not more than six or eight new 
ideas are put over at one time, because nobody can really 
understand more than that at one clip. 

Get the two best people to stage a “demonstration 
sale.” Ask for helpful suggestions when it is over. 

Make one trainer responsible for not more than eight 
salespeople, and have him or her do the training on the 
job. Have them go through the step twice, and the 
second time’ have them explain why they did it that way. 
This again is the successful TWI method. Then put 


them “‘on their own” and let them develop Self-reliange 
All training should be aimed at fast, low-cost selling 
That also means friendly, helpful selling. It Means 
getting to know people, not so as to waste time With 
them, but to save time by guessing right about what 
want. You can do business fast with people you knoy. 
In all training, there is trouble with the suspiciog, 
the silent, the scared, and the show-offs. But once the 
group understands that the “boss” himself is sincerely 
helpful, either in handling the training, or in backj 
up the one who does it, the cooperation of the roup js 
won. This is also the best form of employee relations 
Is that important?—with 8,000,000 people? and hoy! 
Incentive pay programs, too, can help build salesme 
that are increasingly successful for themselves and thei, 








employers. 

Store proprietors should have little difficulty in cop. 
vincing themselves that this training job needs doing, 
for their own advantage as well as to meet the national 
need. New competition, as every retailer knows, jg 
being planned. One store owner says, “Let it come, | 
know my customers and they know me.” A wise addi- 
tion to such a defense lies in training all salespeople to 
know customers and their wants. 

Many retailers are eager to get hold of returning ser- 
vice men. Why? Because they have been trained. Never 
in this country’s experience has there been training s9 
thorough, so fast, so varied, and for such numbers of 
people. 

The results have shown it was well done. The men 
who hit the beaches in Normandy knew how to handle 











Che Public Speaks: ' 


“Dirilyte is the most beautiful thing I have 
ever seen...” “Grows more beautiful with 
use...” “I plan to set my table completely 
with Dirilyte . . .” “Give me the name of 
a Dirilyte dealer .. .” 


Consumer letters like this pour in. Dirilyte flatware 
and hollow-ware were sold long enough before the 
war to show how they “stand up.” Customers who 
bought Dirilyte then, are eager to buy more as 
soon as it is available. 


Yet to many people, Dirilyte is still a fascinating 
new story. It is a fine alloy, golden in color, very 
scratch-resistant. Dirilyte flatware is solid, yet 
costs no more than good plate. It will be in tune 
with the longing for color that, will sweep America 
after the war. Now is the time to prepare to sell 
this quality product. We invite your enquiries. 


Dirilyte bowl, 
‘salt, pepper, 
sugar, creamer, 
candelabra. 





olden-hued Dirilyte 


AMERICAN ART ALLOYS, INC., KOKOMO, IND. 
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Dirilyte—Reg. U. S. Pat. Office. ff 
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We know the question you want to ask us 
... it’s “Do you plan to continue your famous line of 


Barbara Bates Manicure Sets and other Gift Kits?’”’ We are 


happy to answer— Yes! 


kind of jewel cases jewelers want—be sure 
y have the famous Barbara Bates label! 






gift line, are nationally 
advertised and together they have well earned 


jewelers’ high approval everywhere. 


In welcoming you to the ANRJA convention this year, we re- 
mind you that we are particularly glad to have you call on us. 
We like to talk over with you our own ideas, and fo listen to 
yours. This should help us both formulate our plans for the future! 


Eanbara Bakes 


18366 Fifth Avenue, New York Factory at Chester, Conn. 
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| Catbara Oates says: 





Barbara Bates Manicure Gift Kits—still the finest 
of their kind. Depend on their bright future! 


We plan to produce our Gift Kits right along—(you may 
not be able to buy as many as you'd like because we can’t 
make as many as we’d like)—but we'll even have Manicure Sets 
and Jewel Cases from time to time, and lovely Knit Kits that 
will surprise you with their popularity—veritable jewels in their 
colorful appeal . . . Women love them for the glamour they 
bring to practicality, and for their undeniable superior quality. 


Our Knit Kits, like the Barbara Bates 


OSES BE STOSCC SETS TU SUSSTSTY) 





Cosooene 


Knitting is more popular than ever! Glamorous 
Knit Kits are on the smartest gift lists. 
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RACINE WATCHES feature 


* 15 Jewel GALLET Movement 
* Nivarox Hair Springs and 
Glacidur Metal Balances 


IMPORTANT 


Since uncontrollable conditions 
make it impossible to meet the de- 
mand for Racine watches we ask that 
dealers be patient until a more nor- 
mal situation permits our usual 
service to customers. 


JULES RACINE & COMPANY 
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themselves, their weapons, the terrain, the French peo- 
ple, and the enemy. | 

These returning service men, if they go to work in 
retail stores, will expect to find helpful training met.’ 
ods. They will be dissatisfied if they do not find them, 

Army methods apply to retail sales training. Nobody 
can train an Army—it is too big. But a sergeant can | 
train a squad. Nobody can train 8,000,000 salespeople, 
But one service supervisor, or one store proprietor, can 
train six or eight people at a time. 

With these great examples before us of the training 
done in war industries and in the armed forces, every 
one of us engaged in merchandising can lend a hand ty 
the national job of retail sales training. 

Manufacturers can help merchants in a big way, giy- 
ing them new training material they couldn’t afford jn. 
dividually. So also can wholesalers and trade associa- 
tions [“The Fine Art of Selling Sterling Silver, 
published by the Sterling Silversmiths Guild of America 
and reviewed on page 186 is a good example.—Ed], 
A huge increase in informative labelling by mannfac- 
turers could help all salespeople. Vocational schools 
and our whole educational system can contribute much 
to this undertaking. The crying need is for instruction 
dealing with the human job of getting along with people, 

What man has given the greatest example, in all our 
present world, of getting along with people? The man 
on whom we pin our hopes of victory, General Ike 
Eisenhower. 

Why does General Montgomery,, “Monty,” lead the 
assault in France? Again, we can guess it is because 
before El Alamein he went down among his men and saw 
to it that every man in the Army knew exactly the plan 
of battle, knew his own job and the army’s job. There, 
at El Alamein, the Nazis first turned and ran. 

What war correspondent has won great reading and 
affection? Ernie Pyle. How does he do it? By being 
human, modest, living with the fighting men and letting 
us see’ the war as they see it. What a difference, be- 
tween his stories and a cold, official communique or 4 
pompous proclamation! | 

Distant, cold, officious,'selfish management could not 
win the war, and it cannot win the peace. 

Recognition of the importance of this huge natio 
job of retail sales training has been shown by the Com- 
mittee for Economic Development, the nationwide non 
profit, non-governmental organization headed by Paul 
Hoffman, president of Studebaker, which has already set 
up committees in nearby 1900 communities to work out 
methods of doing more business and providing more jobs 
after the war. 

C.E.D. turned to the Association of Consulting Mam 
agement Engineers to prepare a “Handbook for Retail- 
ers,” which is now, obtainable, without charge, through 
local C.E.D. committees. In his introduction to this 
handbook, Marion Folsom, treasurer of Eastman Kodak, 
says: 

“Getting the nation’s business under way, when wat 
needs relax, will start with retailers and their customers 
... The spark that fires the engine is demand, and those 
who distribute goods have the job of stimulating demand 
and keeping it going.” . 

America can do this job, if America will. 

(Copyright 1944 BNS ) 
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REPORTER 
Electric alarm that's bound to 
be popular. 
















The WPRB discovered 









ALARM CLocks . 
RADIO nn agli he Resteae tice oe 
COFFEE MAK - Frere whe eis J 





The WPB has permitted limited manu- 
facture of self-starting, synchronous 





P electric war alarms. See your distributor. 
PATRON 
For trustworthy, . accurate 7 ‘ 
time in the kitchen. J is 
| Ger READY NOW to go after your share of the electric 
& y 
| clock business by selling Telechron electric clocks. 
y g 
| It’s going to be BIG BUSINESS, as this WPB survey 
indicates. 
You can make the most of it by stocking Telechron 
clocks. They were the most popular electric clocks sold 
before the war, and they will be again after victory. 
| You'll get Telechron clocks as fast as we can make 
WICKFORD | o. ‘ ‘ 
i ctiten de etihaenie Aue. <1 themi—after we finish the war job. They will be the best 
ican case. t and finest clocks that can be made. 
| , ; 
| Telechron electric clocks,’ true and trouble-free, will 
point the way for you to a steady, profitable and 
big-volume business. 
| 
| 
| 
| 
| 
| ‘ 
| 
| REG, U. S, PAT. OFF. 
ows: ides Pius. Be 
SATELLITE H ee TPES a : : 
Smert, modern design Ingold _ WARREN TELECHRON COMPANY, ASHLAND, MASSACHUSETTS 
as bwiediisecter ieee rt > I © Makers of Telechron Electric Clocks and Synchrenous Motors 
For AucusT, 1944 195 
































| TELLS HOW TO SELL STERLING 
(From page 186) 


most questions with a yes or no, I try to intersperse my 


selling talk with questions that can be answered only 
with yes. For example: 

“*You want something: that will give you the highest | 
possible value for the money? 

“In this way I establish what you might call the yes 
habit. Thus, when I ask my final question, I am fairly 
certain to get an affirmative response. Such a question 
might be the following: 

“*Then wouldn’t you say that this set of sterling ex- 
actly meets your needs?’ ” 

With indifferent customers, indirect suggestions by the 
question and answer method will usually get results, Foy 
instance, “Perhaps this is the sort of thing you would 

UY like to give—it is quite distinctive in appearance,” or 

i‘ “Wouldn’t you judge this to be something your sister 
>: =| would like?” Decide what would actually be the most 
i ; suitable buy for the customer, and then lead ‘her to 

C ASH FOR YOU R “a choose it, advises the Guild. “As she inclines more and 


more toward your selection, take pains to approve her 


< judgment—even though it is really you who would have 
LD GOLD ‘ done the deciding.” 


4 Something that every salesman has to face when sell- 

: i ing as an important an item as sterling is selling not one, 
Silver, Platinum, etc. i Bc trenngten seneatoty 

An engaged girl has a way of bringing in her mother, 
Cw9 her aunt, and her best friend to approve her choice of 
flatware. “In these circumstances,” says the Fine Art 
of Selling Sterling Silver, “It is only natural that the 





























There is ho lot too small, ‘ members of the group should have conflicting ideas and 
. P throw their influence in the direction of different pat- 
or any accumulation of > terns.” Then the book tells how one successful sales- 


man meets this situation. “‘I invariably fall back ona | 
pattern which no one in the group has already selected 
as her favorite. And I am careful to make my choice as 


precious metal scrap, 
sweep S or p olishings too ‘ close ‘to the girl’s as possible. 


“After the others have expressed their own prefer- 
ences, I suggest my pattern and build a strong sales talk 
around it in an effort to effect a compromise. The secret | 


Our facilities are of the i of success in this method lies in bringing out many poi 


in favor of your pattern that are essentially identi 


best and we can please « oo those which the others have stated in favor of t 
5) choice, 
you. 


large for us to handle. 





But on the other hand, says the book, “Other suce 
ful salesman meet this problem by finding out the girl 
Bb preference, and then reinforcing it with all the selli 

SHIP DIRECT TO |) points at their command. Many salesmen find that by 
| siding with the girl they make her so strong an ally that 

THOMAS J the sale is inevitable. And, of course, by satisfying her 

4 \s| then, they make it probable that she will come back to 
Is) the store for her future purchases of sterling. ’ 

e ls “A frequent source of failure—not only in selling 
5 sterling but in all selling—is the postponement of a deci-} | 
—P MN, / B sion until some absent person can be consulted. 
: iP “In dealing with this situation it is usually best to] | 
recious ela 5 i: make a definite appointment to see the other person or} — 
REFINERS — MANUFACTURERS persons as soon as possible. Indeed, if the sale is large} 


the salesman may be justified in calling at the home or 
55 E. WASHINGTON STREET, CHICAGO office of the person to be consulted.” 


Another important principle in group selling, is to 
“focus your selling efforts on the member of the group 
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There'tt be no freaks, no ‘“‘super-modernes”’ in the 
Westclox postwar line. 

But you will have the standard, gracefully streamlined 
Big Ben family—plus, as quickly as possible, an array of 
new spring-wounds and electrics in the smart, ahead-of-the- 
parade designs which have always distinguished the popular 
Westclox line. And of course that same dependability which 
has made Westclox and Big Ben the most reliable names 
in clocks. 

Our time is still devoted to war work. But just as soon 
as permissible, bright and good looking Westclox faces will 
be back in your store again! Westclox, Division of General 
Time Instruments Corporation, LaSalle-Peru, Illinois. 


FOR AUGUST, 1944 








BIG 


Keeps. America On Time 


WESTCLOX x 


1A S$. . 
ALLE-PERU, ILt., DIVISION OF GENERAL TIME INSTRUMENTS CORPORATION 
in Canade, Western Clock Co., Ud., Peterborough, Ontorie 

















who has the deciding power.” This holds true in selling 
brides, husbands and wives, or committees. “If you sell 
the ‘ruling mind,’ he or she can be counted on to sell the 
rest of the group.” 

Sooner or later a customer considering sterling is go- 
ing to ask, “Isn’t it hard to keep clean?” The way to 
handle that, the book advises, is not to suggest silver 
chests and flannel rolls! Admit that silver takes some 
care—but no more care than you would expect to give 
any other important possession, such as your car, furni- 
ture, or rugs. Then, tell the customer exactly how to 
give her silver proper care. It also advises how to meet 
other objections, such as “danger of theft,” “it doesn’t 
wear well,” “shouldn’t it be heavier?” “too much 
money,” etc. 

The Fine Art of Selling Sterling Silver is arranged 
in a series of 24 lessons or “sales builders.’’ These “sales 
builders” deal with everything from how to greet the 
customer when he or she first comes into the store to 
what to say if your customer brings up Sheffield plate. 
Not content wtih just advising the salesman to “know 
his wares,” the book also gives brief but complete les- 
sons in the history, design, and manufacture of sterling 
silverware. 

The Fine Art of Selling Sterling Silver can be ordered, 
at 50 cents a copy, from the Sterling Silversmiths Guild 
of America, 551 Fifth Ave., New York, N. Y. 





SALES FOR "VACATIONS AT HOME" 


There is an excellent war-time sales opportunity for 
jewelers selling china and glassware in the fact that 





most people will “vacation at home’’—according to 
Klein’s, Montgomery, Ala. 

Klein’s, whose huge china and glassware departments 
were recently moved to a third floor shop all their own 
was quick to sense the possibilities in this field when 
Government limitations on tires and gasoline were first 
announced, Consequently, although the store is famous 
for better-priced open stock china and fine stemware, 
it has widened its inventory to include a complete stock 
of moderately priced beverage sets, outdoor luncheonette 
services, and colorful picnic glassware which fits ideally 
into “backyard entertaining.” 

“We've discovered through asking questions that al- 
most all families have given up motor tours, vacation 
fishing and hunting trips, and even picnics in the coyn- 
try,” the management points out. “Most people are 
honest about gas rationing, and will do all their vaca 
tioning in the back yard or city parks. Naturally this. 
means a lot more lawn parties and outdoor meals, and” 
has prompted us to devote a special promotion to the 
field.” . | 

Through the war-time summer season, Klein’s q 
votes one of its large main display windows to the “vasy 
cation at home” theme—keeping the display constantly) 
before the public as a suggestion as well as to selli 
merchandise. Included in the display which get best) 
results are service trays, complete beverage Sets. off 
pitcher and matching, glasses, coasters, tropical cocktail 
sets, punchbowls, fruit bowls, nut servers, and a variety 
of stimulating service ideas. These are shown on an 
imitation-grass window flooring, with glass ice cubes, 
flowers, etc.,-simulating the garden atmosphere. 
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An Innovation in Ear-Clip Findings 





the complete Earring— 


CoNSOLIDATED 


34 West 47th Street 








A new Ear-Clip: finding 'that'-will expedite 
your manufacturing problems in producing 


ReFinina Co. 


Refiners of Precious Metals 


New York 19, N. Y. 
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WO of the best ways yet discov- 
ered to give people the urge to 
buy at your store are these: Plenty of 
Pittsburgh Glass in your store in- 
terior .. . to make it attractive and 
inviting. And plenty of Pittsburgh 
Glass in your store front .. . to give 
it appeal and stopping power. 

That’s a combination that pays off 
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Plan NOW to modernize your store and you'll 


avoid construction delays later. 


in bigger sales and better business. 
Plan now to put it to work for you at 
the earliest possible moment. By 
planning your new store interior 
and store front today, you'll avoid 
construction delays later. For when 
building restrictions are lifted, 
there’s pretty sure to be a rush for 
store alterations. 


‘PITTSBURGH’ stand for Zualily Glass and ined 








DON’T WAIT to make your plans for mod- 
ernizing your store front ot interior. Do it 
now ... and save delays later. This jewelry 
store in Amarillo, Texas is a good example 
of the eye-appeal you can give a store with 
Pittsburgh Glass. Architect: Macon Carder. 


See your architect to assure a well- 
planned, economical store design. 
Our staff will gladly cooperate with 
him. 

And send the coupon below for 
our free books of facts, figures and 
photographs of many actual store- 
remodeling jobs done’ with Pitts- 
burgh Glass and Store Front Metal. 





h Plate Glass Company 
vies Orait Building, Pittsburgh 19, Pa. 


Please se 
illustrated 


ER nme 


, without obligation, your 
wet ond on store modernization. 
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A similar display is set up on a table at the front 
the china and glassware department, actually a “g, 
ing” for six people, enhanced by lawn furniture 
napkins, games, playing cards and fruit. Almost 
customer who enters the store gets a look 
exhibit. 

Salespeople have been instructed to mention Yae- 
tions and entertainment to all customers, and when the 
latter remark that they have given up contemplated 
vacation trips, suggest that outdoor evening parties be 
considered instead. Numerous women have shown jp. 
mediate pleasure with the idea. Then it is simple fo, 
the jewelry salesperson to call an expert china anq 
glass department representative to take up the sale from 
there. 

-All prices are scaled to allow the average customer ty 
buy outdoor beverage and food service services without 
strain—and, added to the regular summer china sales 
volume, this field has shown itself surprisingly profit. 
able. 


TV. 
>» Say 
every 
at this 


STUDY YOUR POST-WAR MARKET 


With every kind of merchandise selling as easily as it 
does today, it is not to be wondered at if most jewelers 
have gotten into the habit of giving little or no though to 
such things as mapping out a sales program. After all, 
when about the only limit on sales volume is the quan- 
tity of goods the merchant can get, it’s only human na- 
ture to relax, with the comfortable feeling that to study 
markets and buying habits, and to plan for more busi- 
ness is just a useless expenditure of time and effort. 

Perhaps it is, as far as the immediate present is con- 
cerned, but sooner or later a time is coming, just as 
surely as night follows day, when the easy selling of 
today will end, and the jeweler will have to use every 
bit of ingenuity and ability and information at his com- 
mand if he wants to survive and prosper. 

The dealer who starts now to prepare for that day and 
has his post-war program all ready to put into action is 
going to have a big edge over his competitor who just 
continues coasting along on today’s easy business and 
waits till the new situation is upon him before he begins 
to do anything about it. 

What are some of the things that you as an indepen 
dent retailer can do? First and foremost is to gather 
the information that you need in order to be sure that 
your plans are built upon a sound foundation. 

Some one once remarked that no one’s judgment can 
be any better than the information on which it is based. 
That has been proved time and again in business. One 
of the reasons why big business doesn’t make many mis- 
takes is simply because big business doesn’t depend on 
guesswork or intuition in formulating policies and mak- 
ing decisions—it gets the facts. 

Smaller business, no less than big business, needs the 
facts that are likely to affect its opérations. 

Facts that are especially important to the retailer 
right now are those that will help him to make a really 
accurate analysis of his post-war market. 

Here are a few of the things that he should know: 

1. How many people live in my community? 

2. Will the population remain about the same after 
the war, or is a lot of it composed of temporary war 
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workers who will move out again when the war is over? 
3. What percentage of families own their own homes? 
This will help you to answer No. 2.) 
4. Is the community one where employment is fairly 


steady through the year, or is it one of seasonal peaks 


and valleys? 
5. What are their occupations? How many are busi- 


ness executives, professional men, farmers, skilled work- 
ers, unskilled laborers, white collar workers, housewives, 


ete.? 
6. What is the average income per year for each of 


these groups? 
7. Are they mostly young people, or middle-agers, or 


elderly? 
8. What are the tastes and needs of each of these 


groups? 

9. How many newly-married men will be coming back 
from the Army and Navy and setting up new homes? 

That may sound like a big job, but it is not nearly as 
big as it seems. And when you have assembled the infor- 
mation, you may be surprised to find how greatly some 
of the answers differ from what you had supposed. 

With authentic facts at your finger tips, you can get a 
really accurate line on where your most desirable mar- 
ket lies, what its sales potentialities are; and then plan 
your merchandise, your policies and your methods with 
real assurance that you are on the right track. 

“In time of war, prepare for peace.” Now is the time 
to start preparing by making this preliminary survey. 

Keep on selling War Bonds! 











CLOCK 


PLENTY OF BACKING 
FOR OUR 
POSTWAR PROGRAM! 


NEW HAVEN CLOCKS and Watches, which 
have always served you so faithfully in the 
past, wiil again be available to you just as 
soon as we get the green light to go ahead. 
The time cahnot come too quickly for us, and 
we are looking forward to that time, so that 
we may have the pleasure of serving you 
again as we have in the past. 


THE NEW HAVEN CLOCK CO. 
NEW HAVEN, CONN. 


Fine Timepieces since 1817 


For AUGUST, 1944 








Can You Help Me? 


My Display Problem Is: 








by VIRGINIA DIXON 

Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Vir- 
ginia Dizon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. 
Miss Dizon is already well known to JC-K readers as the 

author of many stand-out articles on jewelry store display. 
OVELTY CANDLES—Where can I get novelty 


candles for use in table settings? (J. M.) 


Answer—The Emkay candles of the Muench-Kreuzer 
Candle Co. of Syracuse, N. Y., are probably the largest 
line of novelty candles. Their headquarters in New 
York are at 225 Fifth Ave. Will & Baumer Candle Co., 
15 E. 32nd St., New York, have a complete line of 
regulation table candles. 


ISPLAY PIECES Please advise where I can ob- 

tain busts suitable for displaying necklaces and 
earrings, also hands for the display of rings and brace- 
lets. (J. B.) 


Answer—The Emkay candles of the Muench-Kreuzer 
millinery display are about the only type of busts in 
a low price range available now. Some of these are 
quite suitable for the display of necklaces, but some trick 
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Gor the Newest, Smartest, 


IDEAS 


JEWELRY 
DISPLAYS 


Visit 


OUR EXHIBIT No. 88 
at the 


ANRJA 


TRADE SHOW & CONFERENCE 


WALDORF ASTORIA 


NEW YORK 


WEEK OF AUGUST 2st 


Featuring our 
MECHANICAL DISPLAYS 


(Rental Basis Only) 


WILLIAM KORN 


DESIGNER AND 
MANUFACTURER 


30 WEST 
47th STREET 


NEW YORK 19, BY. 












attachment would have to be devised for showin ear. 
rings on them. James B. Williams, 498 7th Ave,; Ny 
Siegel, 39 West 37th St.; and the Display Equipmen, 
Corp., 147 West 37th St., all New York, carry heads 
of this type priced from around $3 each. These firms also 
carry velvet covered and lucite necklace forms and ear- 
ring stands. James B. Williams have paper composi. 
tion heads, priced around $20 that are extremely goog 
looking and to which earrings could be very readily gt. 
tached. 

All the above mentioned firms carry selections of cop. 
position hands from $5 to $7.50 a pair. 

Rubber composition hands and heads will not be 
available until after the war. 


ING PAD COLORS—What colors and materials 

do you recommend for jewelry display blocks— 
especially ring pads? We have been using turquoise 
blue velvet pads. (C. T. R.) 

Answer—A neutral color is best for any window 
fixture as constantly used as your display blocks. Black 
is always flattering to jewelry. Gray and beige are pleas- 
ing and preferable for summer displays. Midnight blue 
and wine, although not really neutral colors, are sub- 
dued enough not to become tiresome and are apt to 
blend well with most color schemes. Velvet is good for 
winter display; satin or bengaline for summer. Display 
pads should be simple in design and large enough to set 
off the jewelry to advantage. Fancy pads detract from 
the merchandise and too small ones make the piece look 
crowded and unimportant. 


RTIFICIAL FLOWERS—What are good sources 
for artificial flowers in New York? (T. D.) 
Answer—The Decorative Plant Co., 9th Ave. and 
22nd St.; Colonial Decorative Display Co., 70 W. 40th 
St., and L. J. Charrot, 36 W. 37th St. all cater par- 
ticularly to the display trade. 


INDOW BACKGROUNDS—Are the so-called 
water paints satisfactory for jewelry store win- 

dow backgrounds and what brands are best? (M. L.) 
Answer—The water paints are excellent for win- 
dow backgrounds and fixtures. They are easy to mix 
and apply and dry quickly—usually within an hour— 
and have a pleasing dull mat surface. Texolite, made 
by the U. S. Gypsum Co., has an excellent range of 
colors, the deep tinting colors being the best for display 
use. Kem-Tone, widely distributed by Sherwin Williams 
Co., is designed primarily for room interiors and lacks 
the brilliance generally desired for display. Sherwin 
Williams also distribute Deca-Sene through their Dis- 
play Materials Division. This comes in more brilliant 
colors. 
Medusa-Lite primary colors of the Medusa Products 
Co., Cleveland, Ohio come in a good range of brilliant 
colors which can be mixed with white for a wide variety 
of tints. 


News for jewelers . . . a new fad in rings is gain- 
ing in favor and you should be the first in your com 


munity to present it. Following the marked popularity © 
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of double wedding rings with men in the armed forces,— 
comes, logically enough, increased interest in double) 
engagement rings. The vogue started off in Pittsburgh 


but it’s up to you to start it off locally! 
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THE COMING TEMPTATION TO SELL-OUT 


By John T. 


[cE is already here with some jewelers—the temp- 
tation to sell out. But as war’s end comes nearer, the 
temptation will be widespread. Several recent happen- 
ings within the observation of this reporter combine to 
present the picture. 

The first was a conversation with a jewelry store em- 
ployee we'll call by the fictitious name Joe Hennessy. Joe 
resorted to maneuvers which placed him in a quiet cor- 
ner of the store with an old salesman traveling the 
territory. ““Mr. Beach,” he confided, “please keep this 
under your hat. Do you know of any good jewelry store 
for sale? My sons John and Roy are going to be out of 
a job eventually, we don’t know just when, as the war 
factories close down. They are good, thrifty boys, and 
have saved their money. I have a little money, too—not 
much. But I have a good knowledge of the jewelry busi- 
ness; I’ve worked at it for years—27 of them, in fact. 
So we think that we'll start a good jewelry store, and 
make a business for the family out of it.” 

That sort of thing is widespread in the U. S. today. In 
a way, it is the typical American type of enterprise at 
work, Like this individual, thousands are planning to go 
into business for themselves, and to many, the logical 
business to enter will be the retail jewelry business, be- 
cause they have had some experience with it as employes 
or through fathers or other relatives or, as jewelry store 


Bartlett 


customers, they feel they know “all about jewelry,” or 
can learn. 

Consider another conversation, this time used with a 
Mid-West jeweler. He said frankly, “I want to cash in 
before we reach the let-down that I believe the post-war 
years will bring. I’ve been making very good money. I 
believe the time is ahead when there will be great com- 
petition in my line. I don’t mean to let myself in for that 
period of headaches. I have a good chance to sell out, 
with plenty of velvet in my getting price, and I mean 
to do it.” 

Episode No. 3 is an actual sale. This new owner had 
no jewelry retailing experience—he had been a corpo- 
ration employee, at a desk in an air-conditioned room. 
He did not even have salesmanship background. Con- 
cluded the newspaper story of the sale, “Mr. Jones has 
undertaken to help the new owner familiarize himself 
with the business. Later Mr. Jones means to take a well- 
earned vacation from business life. ‘I have managed this 
business for 15 years without a single real vacation,’ he 
said to the reporter. ‘Now I mean to take a lengthy 
vacation, and perhaps later on shall re-enter business.’ ” 

More people are out of debt in the United States 
today, as a percentage, than ever before in our history. 
Per capita savings today are by far the. largest—and 
going up at » phenomenal rate. 








Attractive, wellmade boxes, 


3° x3" x %" 
4" x4" x %" 


One lot of 100 boxes, “se9§Q:00 


One dozen of any one size *:5° 


Also in stock for prompt delivery, WHITE ALLIGATOR GIFT 
BOXES suitable for display and gift packaging. Sizes: 12" x 
10" x Ad 10" x 8" x ”. 2" x 5" x 4", 14" x x 2", 6!/." x 
4'/.""x 2". For silverware, dresser sets, music boxes, statuettes, 
picture frames and larger gift items. 


50 BOXES, ASSORTED SIZES—$7.50. 


NEW CATALOG HOT off the Press! 


Write for your copy today! 














Volcker 


Tarrant Y 


5 North Wabash Avenue 
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for display and gift packaging. 
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203 























THE HARRIS SILVER CO. 


WILL CLOSE OUT 
DURING AUGUST 


AN ENTIRE STOCK OF 


DOMESTIC and 
IMPORTED PLATE 


ENGLISH and 
AMERICAN SILVER 


THE HARRIS SILVER CO. 


906 THIRD AVENUE NEW YORK CITY 


PLaza 3-3126 











WATCH 
BOXES 


High grade 
boxes, ladies’ 
and men’s 
size, Lucite 
top, plastic 
base. Some 
all plastic, 
satin or vel- 
vet lined, as- 
sorted colors 
per Doz. 
AUGUST 
SPECIAL— 
Keystone $24.00. 0.P.A. ceiling price as to form Keystone 
$30.00. Cash with order or 1/3 cash, balance C.O.D. 


WRIST BAND 
M 
Goality Stree DISPLAY CABINET 
Solid oak finish cabi- 


net, mirror top, glass 
front with assortment 
of 50 men’s leather 
bands, gold plate buc- 
kles. Some straps 
waterproof. Complete 
cabinet and cards 
AUGUST SPECIAL, 
Keystone $36.00. O.P.A. 
ceiling price as to form 
$54.00. Cash with or- 
der, or 1/3 cash, bal- 
ance C.O.D. 


MEDAL WATCH CO., 55 E. Washington St. 
CHICAGO 2, ILL. 
Watch for our Monthly Specials 




















What real estate operators refer to as “businey 





chances” will inevitably become more and more active | page 


Inevitably, discharge of soldiers, war plant mergers, wij 
result in employment dislocation. Incredible—by 


war standards—numbers of men will attempt to goly} Craf 
their personal economic problem by going into business | Aris 
Everywhere merchants are going to encounter the} Cha! 


temptation to sell out. 


How about it? What should be the merchant’s ati. } Ball 
tude? Co., 
Before any jeweler sells out, he should certainly ¢y. } Jess 


amine the question of what the years ahead mean, What 


is he going to do? One thing is certain. There wil] he} seas 
many merchants who sell out their businesses who, with. | Cra 


in a year or two, will regret the act. They will be des. 


perately eager to get back into business, because they} Je¥ 


are unhappy in another condition. But getting back may 


not be so easy. Gla 
The man who owns a good, going business as war} Inc 


comes to an end, is “sitting pretty.” The post-war 


period is going to be one when retail merchants in all} ! id 
trades will have the opportunity to make money. It is Ha 
quite possible that those years, despite the serious sales} Ke 
competition which every field will feel, will have profit. Fr 


making opportunities perhaps far ahead of the war 





period. Gr 
The right course for most jewelers, when the tempta-| 
tion to sell out comes along, is to look the other way,} 
quickly, and with finality. In 
Je 
CROWDS FLOCKED TO SEE HITLER BRACELET Be 
(From page 184) 
has been choked off by the war ban on travel, there isa K 
large percentage of transient population in Detroit, for 
industrial and business purposes. This is one section of B 
the public that the Meyer jewelry stores especially seek C 
to attract. C 
Foresight on the part of Mr. Rosenbaum and their I 
advertising agency has put the “Treasure Chest” stores 
in an enviable position, being able to continue their long- z 





standing advertising policy of presenting large assort- 
ments of merchandise to prospective customers. Space 
allotments in the papers are based upon previous usage) 
and Meyer stores have always used the largest spa¢ 
commensurate with sound business operation. Thus the 
are able to continue to offer the public large displays ¢ 
watches, diamonds, costume pieces, stone rings and of 
cal service, with the confidence that they feel is gene 
ated by big advertisements. 

Jumbo-sized street car and bus cards are used 1 
round out the stores’ promotion. The Meyer stores we 
the first in the retail trade in Detroit to use the nowy) 
extinct color advertisements in the daily papers. 

This unusual combination of the dramatic, coupled 
with the solid responsible background of the chain 
suggests that the way is open to a bigger and better 
“Treasure Chest” chain in the future. 
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Restrictions on the use of palladium by jewelry matt 
facturers in Canada have been lifted by the Canadian 
Wartime Prices & Trade Board. However, use of plati 
num and rhodium for jewelry in Canada is still preg 
hibited. 
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ABLE SPEAKERS AT ANRJA MEETINGS 
(From page 123) 
. of the news section in last month’s JC-K). 

The list of exhibitors follows, as of July 13: 

A. & Z. Chain Co., Alben Jewelry Mfg. Co., Alpha 
Craft, Inc., Henry Amdur, Inc., American Binder Co., 
Aristocrat Leather Products Co., Art Metal Works, Inc., 
Charles Ascherman & Co., Axel Bros., Inc. 

Harold A. Bache, Bacton Jewelry, Baker & Co., B. A. 
Ballou & Co., Inc., C. J. Bates & Son, Benrus Watch 
Co., Bernat Co., Charles Braunstein & Co., Bristol Seam- 
less Ring Co., Bulova Watch Co. 

Cathay Crafts Corp., M. Chalom & Son, China Over- 
seas, A. Cohen & Sons Corp., Harold Cohen, Coro, Inc., 
Crawford Watch Co. 

Sig. Dawer & Co., Diamond Trading Co., Wm. Duff 
Jewelry Co. 

Elgin-American, Ellyn-Deleith, Inc., Empire State 
Glass Decorating Co., Essway Mfg. Co., Eversharp, 
Inc., Executive Jewelers Purchasing Organization. 

Morton B. Farrell Co., F. & F. Felger, Inc., Newark, 
Fidelity Diamond Rings, A. Edward Fisher & Co., 
Harold A. Fletcher, The Florn Co., J. & H. Flyer, Foto 
Keepsake Co., Fredart Leather Goods Mfg. Co., Marvin 
Freedman, Inc. 

Gildale Co., Leo Glass & Co., B. & E. J. Gross, Inc., 
Gruen Watch Co. 

Louis Halpern, L. Heller & Son. 

Illinois Watch Case Co., Imperial Gem Syndicate, 
Imperial Pearl Syndicate. 

Joseph H. Jacobson & Sons, Isidore Jaffe, Jay-Kel 
Jewelry Co., Jewel-Masters, Jewelry Industry Publicity 
Board, Jewelry magazine, Jewelry by Wallace. 

Kayser Art & Gift Co., Samuel Kirk & Son, William 
Korn, Krementz & Company, Jacques Kreisler Mfg. Co. 

L. C. L. Mfg. Co., L. & R. Mfg. Co., La Mode 
Bead & Novelty Co., Walter Lampl, Victor E. Lederer 
Co., Leif Bros., Leonard Art Novelty, Inc., Levy Bros. 
China Co., Luedco Religious Supplies, L. Luria & Son, 
Ine. 

Harry B. Mahan Co., Marla Pearl Novelty Co., 
Master Craft Novelty Co., M. A. Mead & Co., Medal 
Watch Co., Chicago, Museum Silver Shop, Inc., Walter 

















THIS FOCUSED ATTENTION ON STERLING PATTERNS 


This window display stopped a lot of traffic last month. It was 
created by Udall & Ballou, 5th Ave. and 58th St., New York, in co- 
operation with the International Silver Co. It was smartly cool in 
effect with its colér scheme of oyster white contrasting against deep 

urgundy silk velvet. Center of interest, a wartime wedding couple 
with background of candles, was brought out by a concealed spot- 
light. Six sterling patterns were strikingly framed and place settings 
of the same patterns were shown on the window floor, four of them 
on oval-shaped, white-painted wood plaques. Each pattern was 
identified, by name cards on the place settings and by gold script 
on the frames. The latter were made with a dowel pin pedestal base. 
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A STANDARD OF ACCURACY 
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THERE'S one big ad- 
vantage in making the 
same product for war 
that you make for peace 
— your abilities stay con- 
centrated on your regular 
product. 

By concentrating 100% 
on making clocks for war, Chelsea’s craftsmen 
are in a better position to make clocks for your 
customers when Victory allows. 


BUY BONDS 
AND MORE BONDS 
TILL VICTORY! ' 





CHELSEA CLOCK COMPANY 


340 EVERETT AVENUE, CHELSEA 50, MASSACHUSETTS 
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@ The Leaders... Today and Tomorrow! 


Samson 


CARD TABLES 


Samsonite 


STREAMLITE LUGGAGE 
Strong Enough To Stand On 





We’re continuing to create a demand strong 
enough to build your future on! 
This year’s big advertising schedule is run- 
ning in these top-ranking magazines: 
LIFE 
(10 Issues) 


ESQUIRE 
(8 Issues) 


LIBERTY 
(4 Issues) 


TRUE STORY 
(4 Issues) 


NATIONAL GEOGRAPHIC 


(4 Issues) 


w 


_ Denver > SHWAYDER BROS., INC. - Detroit 
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‘FOR HONEST RETURNS 
IN 


SWEEPS 
FILINGS 
SCRAP 


GOLD PLATINUM 


JOSEPH B. COOPER & SON 


Refiners & 
Smelters 





FACTORY: 
BROOKLYN, N. Y. 


26 JOHN STREET, 
NEW YORK CITY 











AMERICAS 
FIRST 


uabity 


with REMOVABLE 
SCOTCH PURSE 








24 WEST 32nd STREET 


NEW YORK NY 


meid WALES crart co 





H. McKenna & Co., Mercury Ring Corp. 

National Silver Co., Neisser & Zahn, 
Inc. 

Ollendorff Watch Co., Oneida Community, Ltd, % 

Henry Paulson & Co. .. Pittsburgh Plate Glass 53 
Pratt & Wollman, Edward Prill & Sons, Providengs 
Jewelers, Inc. 

M. A. Reich, Remembrance Ring Co., Robinson & 
Sverdlik, Ronson Lighter, Louis A. Roselaar, Louis M 
Rothenberg, Royal Novelty Co. 

Irving Sacks, Inc., Savoy Watch Co., Schless-Harwood 
Co., Inc., S. P. M. Co., House of Schrager, Joseph Schyl. 
man, Inc., Irving Schutzberger, Selikoff Bros., W. 4 
Sheaffer Pen Co., Silbermann, Kohn & Wallenstein, Ine, 
Frank W. Smith ‘Gui, Speidel Corp., Edward L. Sterp & 
Co., S. & A. Sternklar, Streicher Mfg. Co., Swartchild 
& Co. 

Tanz & Gurwitt, Chas. S. Telchin, Terry Co., Timely 
Products Mfg. Co., Traub Mfg. Co. 

Aaron Ulrich Ansastaven; United States Luggage & 
Leather Co., United States Time Corp., Uris Sales Cor. 
poration. 

Rudolf Van Der Walde, Inc., B. & L. Veit, Inc., Venus 
Jewelry & Novelty Co., Vienna Art Publishing Co. 

Walburt (Division of Walter Lampl), Ralph Ff, 
Waltermire Co., Warren Telechron Co., The Watson 
Co., Lewis P. Weil, G. A. Westphal Co., Wilberg Jewelry 
Corp., Wolfsheim & Sachs, Inc., J. R. Wood & Sons, Inc, 
Wyler Watch Agency. 


New Hermes 








































FAIR TRADE IN BATTLE TO SURVIVE 

Producers of trade-marked goods must be ready to 
protect their lines against an outbreak of So al 
immediately after the war, says John W. Scott, p 
dent of the American Fair Trade Council, who told 
council members that any concerted effort to repeal or 
modify the various state Fair Trade Laws will come 
to light next year, when 45 state legislatures will cor- 
vene. ° 

“As soon as the war is over, the predatory price 
cutters can be counted on to emerge from their holes,” 
Mr. Scott stated. “One of the early developments of 
post-war business will probably be battled over the 
state and Federal laws permitting manufacturers t 
stabilize resale prices on their trade-marked 
This war came too soon to enable us to realize full 
the benefits “of resale price maintenance. With pri 
bumping the ceilings, there is no temptation to use bar 
gain bait or to advertise loss-leaders. The real test 
the value of Fair Trade will come after the war. 4 

“If, as many economists believe, the immediate after 
math of war is a period of business confusion, the pro 
ducers of trade-marked goods should have a big advan 
tage over the makers of unidentified merchandise. 

“But those who distribute their branded products under 
resale price maintenance will not be the only ones t 
benefit from the Fair Trade laws. I am convinced that 
through their stabilizing influence, these statutes 











help consumers, retailers and wholesalers, as well 4 
producers.” 

Mr. Scott advised business men to assure legislators | 
that the Fair Trade laws, now on the books of 45 states’ 
benefit the ultimate consumer just as much as they @ ‘| 
distributor and manufacturer. 
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uide to Authentic and Original 
American Indian Silver 


THE NAVAJO AND PUEBLO 


S5 SILVERSMITHS 


RP RRR 


By JOHN ADAIR Beautiful Indian silver is available today. 
Be an expert—know the difference between the real and the inferior. 
Here is the first authoritative guide to authentic American Indian 
silver jewelry for the dealer and collector. Graphically and simply; 
the former manager of the Navajo Tribal Arts and Crafts Guild 
shows how to tell the exquisite design and product of the master 
craftsmen from the cheaper model made for tourists. 24 photographs 
showing 134 subjects, lists of leading Indian craftsmen by ee 

-00 


pasblo. Send for your copy today! 


University of Oklahoma Press, Norman, Oklahoma 
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| “THE PATHWAY TO SUCCESS” 
nad er 









STONE SETTING 
ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Peoria, Ill. 


WATCHWORK 
JEWELRY 








Dept C. 





While Nye Watch oils have not 
changed in nearly 100 years from 
the porpoise Jaw crudes from which 
they have always been refined, the 
process has been subjected con- 
stantly to improvements as scien- 
tific knowledge has advanced. Nye’s 
Oil is today the most highly refined spe- 
cialized product obtainable—an oil you 
can depend upon for the best results. 







Ask Your 
Materials 
Supplier for 
Nye Ott. 








This newest book is com- 


JUST PUBLISHED prehensive and is arranged 


A PRACTICAL COURSE in three parts: General 


I Principles; Practical Re- 
N —". pairing and Adjusting. 


HAROLD C. KELLY Paaed Pages — 40 Illustrations : 
Southwestern Institute of Technology Price $2.75 Postage Prepaid 


THE JEWELERS’ CIRCULAR-KEYSTONE 
100 E. 42nd Street New York 17, N. Y. 








HONOR ROLL PLAQUES 


A War-Time Active Money-Maker 


These distinctive Honor Rolls are cast in @ 
non-critical substitute for Bronze, they look just 








like Bronze. Low trade prices allow good profits. 
“TESTIMONIALS: 
Send for illustrated lterature. 


UNITED STATES BRONZE SIGN CO., INC. 
“BRONZE TABLET HEADQUARTERS” 











570 Broadway New York 12, N. Y. 


| 
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BENSEN 


DAVID BENSEN 


5 N. WABASH AVE. 
CHIGhGGe set. 

















After taking stock you undoubtedly will 
find odds and ends in 


STERLING SILVER 


FLATWARE & HOLLOWWARE 


in either new, used, inactive or obsolete 
patterns 


We are in the market to pay you 


CASH 


for any amount you have on hand. 
Send them to us for our offer. 


We will pay express charges both ways, 
if necessary. 


References: Jewelers Board of Trade 


JULIUS GOODMAN & SON 
77 Madison Ave. 


Memphis Tennessee 
Julius Goodman Joseph A. Goodman 
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A Marketing Expert Discusses 





Retailing in the Post-War Period 


ITH everyone so eager for information about 

the probable patterns and trends of post-war 
business, every informed and intelligent contribution to 
the discussion of the subject is welcomed. For that rea- 
son, we believe that the readers of THe JEWELERS 
Cincuiar-Keystone will be keenly interested in the 
views set forth in a little book just issued by Alfred J. 
Silberstein-Bert Goldsmith, Inc., under the title, “Re- 
tailing in the Post-War Period.” 

Silberstein-Goldsmith is a firm of marketing and ad- 
vertising counsellors with many years of experience in 
the distribution of consumer goods, and has been espe- 
cially active in the jewelry field. They are thoroughly 
familiar with jewelry retailing in all its phases and write 
from a background of long and intimate acquaintance 
with retail stores of all types. 

Therefore, while the things they say are frankly ex- 
pressions of opinion, they are opinions based upon a 
sound foundation and are worthy of serious consideration 
by every retailer. Here are some of the high lights: 


DISTRIBUTION: NO. 1 PROBLEM 


“Today's big problem is production. Distribution is 
automatic. 

“Tomorrow’s big problem will be distribution. Mar-. 
kets must be developed for the products which our huge 
manufacturing facilities can produce. Disposal of new 
production will be the bottleneck of our economy. Un- 
less more goods are consumed than ever before, there 
soon will be overproduction, unemployment, depression 
and chaos. 

“The goal, therefore, is more goods and better goods 
for more people at lower cost. Consequently, the dis- 
tributor of goods to consumers—the retailer—must think 
in terms of increased volume through better values. 

“Herein lies the retailers’ salient problem. By solving 
it, prosperity can be sustained. Customers and only cus- 
tomers make jobs. Other theories for keeping the coun- 
try prosperous have been thoroughly repudiated. We 
know that share the wealth will not do it. We know that 
limiting production will not do it. We know that more 
customers and more merchandise consumed per customer 
will do it. 

“Competition with other stores carrying different lines 
of merchandise will be intensified because the public will 
be offered new and attractive articles which contribute 
to the comfort and pleasure of living. 
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“Competition with stores carrying the same lines of | 
merchandise will be intensified by the further develop-_ 
ment of the new types of distribution and by improve] 
ment of traditional methods. For example: 


BATTLE FOR LOW-INCOME CUSTOMERS 

“Extension of chains will constitute added competition | 
for independents, especially those seeking patronage of 
the lower income groups. Consumer co-ops will grow: 
because they are set up to capitalize on the trend to low.) 
cost distribution and appeal to a broad group of low-— 
income customers. The low-rent roadside store will be-" 
come common and represent a new and formidable type” 
of competition. To compete with expanding mail order 
houses, retail stores will set up mail order departments, © 

“Such forms of trade diversion, and probably others, 
will be a source of serious concern and will prod estab - 
lished stores to improve their methods and become more” | 
attractive to consumers. 4 

“Retailers have learned the economies and other bene- 
fits of simplified store operation and -fewer customer 
services. Many of these simplifications will survive after 
the war. 

“The greater proportionate purchasing power in the” 
hands of the lower income groups will lead many stores" 
to continue these simplifications and economies in order 
to keep costs down and their prices correspondingly low,” 


ROLE FOR “PLUS” SERVICES ' 
“However, there is no reason to believe that the 
luxury store offering plus services will disappear. Inten-" 
sified competition will force many stores to expand their 
services in order to attract the type of patronage which 
is willing to pay more for such refinements and services. | 
“Many stores may make extra charges for credit, de-" 
livery and special orders. 
“To bring down operating costs: Cooperative mer- = 
chandising will become more common among indepen- | 
dents; self-selection will be used more generally in all 
departments where it can apply; and in order to reduce” 
markdowns, merchandising will be more conservative 
and will,aim to eliminate speculative and risky operation. | 
“There will be greater concentration on fast-moving 
goods, and lines will be appraised on the basis of nee 
potential turnover. 
“Rent, insurance and other fixed costs will be sharply 
(Please turn to page 218) 
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WALTER KOCHER & CO. 


9 Rockefeller Plaza 20, New York City - 
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THE WALTHAM WATCH COMPANY 


is privileged to announce the following 
officers and directors 





Ira Guilden, President and Treasurer 


I. E. Boucher, Manager 





BOARD OF DIRECTORS 


Roger Amory, Director or Trustee 
American Felt Co. 
Bigelow-Sanford Carpet Co., Inc. 
Boston Insurance Co. 
Boston & Maine Railroad 
Consolidated Investment Trust 

‘» Massachusetts. Bonding & Ins. Co. 

National Rockland Bank’ of Boston 
United Merchants & Manufacturers, Inc. 


i: Henry ite Breck, Partner or Director 
J. & W. Seligman 

*% Commercial Assurance Co. 

“Ocean Accident Insurance Co. 

Selected Industries, Inc. 
Tricontinental Corp. 
Tubize Rayon Co. 
Union Securities Corp. 


George Peabody Gardner, Director 
American Telephone ‘& Telegraph Co. 
Eastern Steamship Lines, Inc. 

First National Bank of Boston 
General Electric Co. 

International General Electric Co. 
Old Colony Trust Co. 
Wilson-Jones Co. 


¢ 


O. Kelley Anderson, Director or Trustee 


American Felt Co. 

Boston Fund, Inc. ¢ 
Columbia Gas & Electric Corp. 
Consolidated Investment Trust 
Dewey & Almy Chemical Co. 
Daniel Green Co. 

Saco-Lowell Shops 

United Corp. 


John P. Chase, Director 


Atlantic Gulf, West Indies S.S. Lines 
John P, Chase, Inc. 

Eastern Steamship Lines, Inc. 

Lone Star Cement Corp. 

Mathieson Alkali Works, Inc. 
Second National Bank of Boston 


Ira Guilden, Director 


Industrial Finance Corp. 
Trade Bank & Trust Co., of New York 


Chandler Hovey, Partner or Director 


Kidder, Peabody & Co. 
American Airlines, Inc. 








| Ropes, Gray, Best, Coolidge & Rugg, Counsel 


WALTHAM, MASS. 
TORONTO - LONDON 


WALTHAM WATCH COMPANY 
NEW YORK . CHICAGO “s 
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Quatity, PRESTIGE and ROBINSON 








teaching hundreds 
by hark afar . 











ROBINSON REMINDERS 


@ WESTFIELD, MASSACHUSETTS @ 


NEW YORK OFFICE CANADIAN DISTRIBUTOR 
200 FIFTH AVENUE : GEORGE W. MERSON & CO. 
TEL. ORchard 4-3028 69 YORK ST., TORONTO 


ie memory system that never orgels 
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"Birthday Children of the Week," a new series of 
figurines, sold in pairs at $4 each. Each set is in dif- 
ferent colors and dealers are furnished with a card 
giving the legend of the figures. From Art Products 
Corp., 1970 Cahuenga Boulevard, Hollywood, Cal. 


\ . 


ae One in a series of bird figures in Spode 

This jam-and-cracker : EN bone china, this 6" thrush (No. 39) may be 

set consists of a torte Ae mA retailed for $19.50. Hand-painted in natu- 

plate and acovered ral colors. Carried in stock by Copeland & 

jelly, and as a unit it Ne Thompson, Inc., 206 Fifth Avenue, New York, 
may be retailed for , ~. ae? ae oe : 

: - Decorated with a wide coin-gold enc 


% 


about $6.00. In the Beste ) i 
“Baroque” design et aoa tion on the rim and as a center decorations 
decorated with the ae “ hes itenesenpongee. : this service plate in Theodore Hay 
Rosebud Chintz etch- rr ae “ty china is included in a group of six d 
ing. From the Fos- , O .. sae " : of a similar character. From Theodore 

ite dle Go. i Te " om land & Co., 26 West 23rd Street, New Yo 
Moundsville, W. Vo. ra = 





Dried and tinted plants are 

used in these Everlast 

florals, which come in white 

gift boxes complete with 

clay and directions for ar- 

rangement. Illustrated is SS 2 

No. 19, finished in Chinese _-* %e . = Mahogany in three differ- 

red and chartreuse, red em é ent finishes—dark, honey, 

and white, or cinnamon and a shade similar to 

brown and yellow, and pickled pine—is used for 

priced at $18 a dozen oe these new cigarette boxes 

boxes. From Everlast, 225 , : bias i from the Hollander-Craft. 

Fifth Avenue, New York. 8 : : ee The box at left has its own 

ash tray. Each retails for 

about $5. From Oliver W. 
Eldridge showrooms, Mer- 
chandise Mart, Chicago. 
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BRAHMA BULL 


COWBOY 








BOLERO 
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ae BUCKING BRONCO 
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6.75, ye 


COILD\ GOLD BAG A DOZEN 





COWBOY HAT 


( 


ae) 
Tee 


CACTUS 


SIX SHOOTER 


OTHER CHARMS AVAILABLE 
in Sterling Silver 
Indian Loom Sailor 
French Telephone Huarache 
Fencer Gold Miner 
Desk Telephone Jack-knife N 
Drum Majorette Book Locket Vi@) G U E ny, A U FA 8 T U R | N eS . O. 
Anti-Aircraft Gun B-29 Bomber : 
Machine Gun PBY Flying Boat OF CALIFORNIA 
Statue of Liberty Tank 
~~ ie: Designers and Manufacturers 
Cowbell Bomb 
Saxaphone Tom Tom Beater of 
Peace Pipe Branding Iron : 
Fashion Jewelry 
Also Sterling Silver Charm 


Bracelet Chains 6.75 and 12.00 Doz 219 W. 7TH STREET « LOS ANGELES 14, CALIF. 
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New Giftwares 


Series of pieces in Chadwick china, new line 
of decorative accessories—in ivory with coral 
gold trim or in coral and blue with coin gold 
trim. The 11" vase is priced at $4; cigarette 
box, $2.50; 4!/2" ash tray, $1.50.. Illustrated 
catalogue available. Introduced jby Jess 
Abrams, 225 Fifth Avenue, New York 10. 


Opalescent bull's eye optic characterizes these Early 
American style hurricane lamps and bowl. Lamps are 
103%" tall, retail at $3.90 each in crystal and blue; 
$6 each in ruby; packed six of a color or six assorted. 
The 13" bowl in blue only, retails at $7.50, open stock. 
From Koscherak Bros., Inc., 129 Fifth Ave., N. Y. 3. 


"Symphony Crystal” 
plate, 16" in size, 

Hand-decorated plates in brilliantly colored designs, . gems d ae 

10!/." in diameter and suitable for use as dinner or "Daisy" pattern, te 

service plates or as wall decorations. There are six “ falling for $3.50, 

different subjects, and the plates are priced at $18.00 / One of four coll 

wholesale, for six. John Junge, 225 Fifth Ave., N. Y. 10. designs — "Fruit! 
“Poppy, "Poinset- 
tia’ — permanently 
fired-on, and ap- 
pearing on four sizes 
of plates, a nappy, 

Smart gift for | salad bowl, and lily 

sportsmen, Ely's | ‘fb yy bowl. Exclusive with 

hand-painted high- | ; Pe ey Od, eo A. H. Dorman, 225 

ball glasses decor- | § ; {1 Fifth Ave., N. Y. 10. 

ated with series of | 

six of America's | 

best-known game | 

birds done in full | 

color on lead crys- | — 

tal, sham based | 

tumblers, and fired- | | 

on for perma- | 

nance. Six for 

$4.50, wholesale. 

From Sun Glo Stu- 

dios, 225 Fifth 

Ave., New York 10. 


Framed picture tray in hand-rubbed wood, 
decorated with "“Mallards Taking Flight,” an 
original line drawing by John Peirce, well-known 
sportsman's artist. Reproduced by serigraph 
process under glass. Grip holds permit hang- 
ing tray when not in use. $3.75 each, minimum 
six. Mary Rodney, 225 Fifth Avenue, N. Y. 10. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











me RO een cRNA MN as tall PORT SEES 















NEW YORK OFFICE 
1107 Broadway 


CHICAGO OFFICE 
1573 Merchandise Mart 


LOS ANGELES, CALIF. 
: 2712 South Olive Street 


TIFFIN, OHIO 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 


generations of discriminating people. 


eA all 


Hiren Fine English Earthenware 
(aa 
ENGLAND 


corrisncs Cuma English Bone China 


& Lowestoft Stone China 
me 


Made by 
W.T. COPELAND & SONS, LTD: 
England 
Available from STOCK in New York 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 














Complete Price Range 
Series _450—six designs, 7'' high 
Series 950—six designs, 8°’ high 
Series 1550—six designs, 10°’ high 
Series 2450—six designs, !0x:0"' high .. 
Series 4550—six designs, 14x12" high Z. 
Series 3500—Stemmed Flowers, 6 designs ea. in 3 colors. dex. 


We will make up for you a $50.00 or $100.00 assortment, or 
any desired amount. 


Delivery NOW in about ten days. F.O.B. .CHICAGO 
ILLUSTRATED CIRCULARS OF OTHER. GIFTS AVAILABLE. 


Sun Glo Studios 


225 FIFTH AVENUE NEW YORK 10, N. Y. 
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“DRESDEN ITE” Centerpieces and Fidwers 


Washable e Permanent e The Appearance of China 
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By MADELINE LOVE 


ONCERNING the Gift Shows—here is a remij 

of the dates for the rest of the season. In Chig 
the Palmer House show from July 31 to Aug. 10,) 
the Merchandise Mart show from July 29 to Aug. 
In St. Louis, the show at the Hotel Statler from & 
20 to 24. In New York, the dual show at the Pem 
vania and the New Yorker hotels, from Aug. 28 thre 
Sept. 1. In Boston, the Hotel Statler show from 
11 to 14, and the Parker House show from Sept. If 
15. For the Chicago and Boston shows at the Palm 
House and Hotel Statler, the number of exhibitors w 
be about the same as those at the spring exhibits. } 
the New York show will,be larger by about 30 per cen 
George Little having been able to obtain more spag 
than was available last spring. Three floors at the Ney 
Yorker, and the grand ballrooms of both the New Yorker 
and Pennsylvania hotels. will be used for the shows— 
and exhibitors and buyers alike will be glad to know that 
these ballrooms are both air-conditioned. 

* * # 

CANADIAN BUYERS have been flooding the showrooms 
even before they had official assurance that their govern- 
ment was lifting the ban against the importation of cer- 
tain types of luxury wares. Most of them were particu 
larly hungry for decorated glassware, and their orders 
were as big as the manufacturers and distributors could 


take without jeopardizing their present business. 
* * # 





AFTER THE War, Dallas is to have a new home for its 
ever-growing Gift Show. A huge new hotel and mer- 
chandise mart will be built there just as soon as wartime 
construction bans are lifted, and Fred Sands, manager 
of the Dallas Gift Show (now held at the Baker Hotel), 
is working with the designers on the plans in order to 
assure the most convenient accommodations. Is there 
any possible chance of combining this show with the 
Allied Gift and Jewelry Show when the new building is 
completed? 

* * * 

Newsettes: J. Leo Grogan, manufacturers’ represen- 
tative, 225 Fifth Ave., New York, and well known 
throughout the giftware field, has succeeded the late S. 
Craig Preston as president of the Eastern Manufactur- 
ers and Importers Exhibit, Inc. The new vice-president 
will be Samuel Keepnews, of the Keepnews Co., and 
Herbert Piek, of Newland, Schneeloch and Piek, Inc., 
¥107 Broadway, has been named to the directorate. ... 
Theodore Kreuter, general manager of Holzer Co., 501 
Fifth Ave., New York, is back from South America with” 
a line of innovations in alligator bags and wallets. .. 4 
Bernard C. Ross and Herman R. Schneider, formerly” 
with Jay Kel Jewelry Co., S. Jay Feldman Associates, 
and Jaeckel Mfg. Co., have organized the Ross-Schneider 
Co., and opened showrooms at 1 W. 34th St. as manufac- 
turers’ representatives to the costume jewelry jobbers. 
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1. will my principal sales and dis- 
play office be located in the natu- 
ral buying center of a trading area 
embracing 45% of the Nation’s 
population, 40.6% of its retail sales 
volume? 


Z; Will it be in a building already 
housing many of my most aggres- 
sive competitors plus scores—per- 
haps hundreds—of allied lines? 


3. Will it be in a building which 


A CHECK LIST FOR YOUR 
POSTWAR SALES PLANNING | 


even today attracts 400,000 buy- 
ing visits a year? 


' 4, Will it be in the building where 


many of the country’s most impor- 
tant buying organizations now 
maintain permanent buying officesP 
If your answers to these four ques- 
tions are all ‘‘Yes’’—then it’s ob- 
vious you’ve already decided on 
Chicago and The Merchandise 
Mart—so we can stop right here! 


[The Merchandise Mart Gift Show—July 31st to August 12th, Inclusive] 


|THE MERCHANDISE MART 


The Retailer’s Department Store « Wells Street at the River 
CHICAGO : 
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UNEXCELLED CRAFTSMANSHIP IN 
FINE LEATHER AND METAL 


Hand decorated 12” metal Tray. 1” gallery. Gay red apple 
decoration on black. Many designs............. $3.50 ea. 


Wood Cigarette box to match, large enough for cards or 


TO OND se, wai 'oc VET bs We bale vie be kein $2.25 ea. 
Bookends—Leather covered walnut bases in brown and 
ee ie Rigg ache yy ce Bonet oe lots Tp ac S04 ode" an hi BE $7.50 pr. 
Cigarette Box—Ceramic decoration. In wine, brown and 
NE 55, orc ku Sick pel sfiveleia wasp co stls ooh 25 ea. 
Phone 


225 FIFTH AVENUE 
AT TWENTY-SIXTH STREET 


MUrray Hill 5-1636 
NEW YORK CITY 














Bookends—Metalized composition 
figures on marble bases. 


$2.50 to $6.00 a pair, wholesale 


Onyx Desk Sets—with fountain pens. 
Fine quality Lucite Frames and Novelties. 
Fine quality Wood Photo Frames. 
Decorative Glassware. 

Crystal Photo Frames and Perfume Trays. 
Underglazed Tea Tiles. 


A. STANLEY BRUSSEL 


225 Fifth Avenue New York 10, N. Y. 
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RETAILING IN THE POST-WAR PERIOD © ‘i. 
(From page 208) é 












watched. Retailers’ attitude on percentage leases ip 
cates that store operators may not favor such agreements 
in the future. a 

“Credit losses will be held to a minimum bp - 
thorough examination of the applicant’s history and 
more intensive collection procedure. ae 

“Stock shortages will be reduced by means of mom 
careful selection and better supervision of sale per- 
sonnel, ; 


FATTER SALES QUOTAS 


“Greater volume per salesperson will be obtaing 
through better selection and training of salespeople, in 
greater sales volume per foot of floor space will } 
reached through adding new lines and emphasizing fa 
moving goods. 

“Much attention wil! be given to improving the calihe 
of retail salesmanship. Stores are aware that the person 
behind the counter has been generally the weakest factor 
in retailing, and this weakness must be remedied if sales 
are to be stepped up to the extent that is required. 

“Individuality in selling methods and customer ser- 
vice, as well as distinctive store appearance, merchandise 
displays and advertising, will be a great advantage, be- 
cause of the greater standardization of products and the 
resultant similarity of the showings of all stores of the 
same class. 

“A period of exceedingly strong promotional activity 
will take place as soon as the “merepandise becomes 
abundant. Pre-war promotional schedules will be re 
sumed with the established cut-price and seasonal events, 
Much advertising will be directed to the lower income 
groups which will possess accumulated savings and rela- 
tively high earning power. 

“However, the trend toward quality in nerhell 
will probably continue, because the public has been edu 
cated to the advantage of quality through their experi 
ence with rationed goods. 

“It is likely, though, that for a time there will be less 
demand for high-priced goods and luxuries, because dur 
ing the transition period the public will be inclined to 
save for the uncertain times ahead and will have a ter 
dency to wait for the new and post-war merchandise ia 
things not immediately needed. 

“Inventory values will depreciate in proportion to the 
quantity of sub-standard wartime merchandise being 
held at the time that better articles reach the market. Of 
course if a general deflation occurs, all stocks bought at 
higher price levels will depreciate. However, deflation 
soon after the war now seems improbable. 


“Tt is likely that the Federal Government will make 
loans available to small businesses. Easy credit wil 
probably be a matter of national policy and this wil 
facilitate refinancing.” 

The above quotations present only a few of the high 
spots. Readers who may wish to read the full text of the 








book, may obtain it by dropping a line to Alfred J. Sik 
berstein-Bert Goldsmith, Inc., 9 E. 40th St., New York 
16, and requesting a copy of “Retailing in the Post-Wat 
Period.” It will be sent without charge. 


THE JEWELERS’ CIRCULAR-KEYSTOM 


a 
ri 


? eee 





F 











ENRICH YOUR GIFT DEPARTMENT WITH 
or BETHWOOD GIFTS AND ACCESSORIES 
es Hand painted accessories on delicate’ milk glass in 

white, petal pink and soft blue. Candy boxes—vases— 
. cornucopias—baskets—perfume sets with trays to match 

—cigarette boxes. Some lamps are still available. 
ue Katherine Zipper, 

e- Rose & Bertha Glebard 712 So. Olive St., 

e 1298 Mdse. Mart, Chicago, Ill. Los Angeles, Caiif. 

—And many other outstanding gifts by 
Coen ear 5 
. o ifts an amps 

y BETH WEISSMAN 49 W. 23rd St., New York 

8 ." 

| GUARDIAN 

a) 


WALLETS 
7.20 TO 144.00 DOZ. 


ZIPPER FITTED DRESSING CASES 


KEY CASES PICTURE FRAMES 
CIGARETTE CASES EMPTY UTILITY CASES 
WRITING CASES NAVY WALLETS 
CHANGE & BILLFOLDS TOBACCO POUCHES 


Guardian Leather & Novelty Co. 


358 Fifth Avenue, New York 1, N. Y. 
Tel.: WIsconsin 7-1267, 7-1259 











WE OFFER FOR IMMEDIATE DELIVERY 


a fast selling line of gold encrusted and (non tarnish- 
able) sterling silver deposit glassware in a variety of 
items to retail for $5.00. 


We also stock a large selection of glass decorated cock- 
tail sets, lucite dresser sets, men’s leather dressing cases, 
leather bill folds, cutlery and attractive giftware mer- 
chandise. 


TANZ & GURWITT 
IMPORTERS AND WHOLESALE DISTRIBUTORS 


253 5TH AVE. (COR 28th ST.), NEW YORK 16, N. Y. 
Te. Lex. 2-7758 
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We have over a hundred different Figurines 


From 3 inches to 15 inches high 
ranging in price from $3.60 to $90.00 per doz. 


Made of terra cotta composition, beautifully colored, 


Works of Art in every detail 
Illustrated price lists Set Y mailed to any 
Jeweler on application. 

We illustrate here just two. 





Our No. 3883Y. "Music hath 


4 No. 3148Y. 15 inches high, 
ek ae 
JEWELRY STORES: Be sure to send for our Set Y illus- 
trated price lists. 


All Figurines come packed from 1/12 to 
1/6 doz. per number in carton, according 
to size, and may be bought in these 
quantities. 


LEO KAUL acincy in. 


115 to 119Y S. Market St., Chicago 6, Ill. 






















SPRAY PINS 


EARRINGS TO MATCH 


ALL PRECIOUS METAL 
STERLING ...ROSE GOLD 
set with 
SIMULATED AMETHYST, AQUA, 
ROSE, SAPPHIRE, EMERALD, RUBY 
PINS, each... $12 


EARRINGS, pr. $5 
IMMEDIATE DELIVERY! 


For the New, The Exclusive, Contact 





ostume— Ov CALIFORNIA 
SEWELRY &  easciesi 


ILL STREET - LOS ANGELES 14, CALIF 









































, HIGH ROAD 


f % BETTER WATCH CRYSTAL FIT. 
ye cE ori The easy way in today’s market is 
AY a short cut here—another there—sacrificing 
¥ quality to the demand for quantity, 
% But not WATCH - CRAFT! WATCH. 
CRAFT takes the high road to the same finer 
quality, expert workmanship, and painstaking 
: attention to precise details of crystal fitting. Not 
with WATCH-CRAFT every store or repair shop has WATCH-CRAFT 
Crystals. But thousands of the BETTER jewelry 
WATCH CRYSTALS stores and watch repair shops throughout the Cai | 
States use WATCH-CRAFT and ROCK-CRAFT . 
You Get exclusively. 
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A LIFETIME OF. FREE SERVICE 


Don’t waste money on obsolete crystals. Don’t clutter up your 
cabinet with dead stock. Here is a stock control service that wil] 
keep your cabinet up-to-date for a lifetime. This stock control ser. 
vice—offered only by C. & E. Marshall—informs you when new num. 
bers come out. The best, the very best numbers are sent to you in 
individual labeled boxes with instructions telling you in which 
drawer to place them. You are informed immediately which crystals 
are becoming less popular and where they are. You simply remove, 
sell, and do not re-order them. All you do is lift the old boxes out 
and place the new ones in. Your system is up-to-date with only 
the best sellers. 


FINEST QUALITY CLEAR GLASS 


Sparkling glass that has toughness and 
elasticity and gives flawless vision. 


ACCURATE SIZES 
CORRECT SHAPES 


“TAILOR-MADE” to fit the watch manufacturer’s original bezel, 
these crystals will snap in and fit perfectly. Each crystal is prop- 
erly domed and allows plenty of hand space. The edges are per- 
fectly finished . . . you need not grind or polish! HERE IS A 
CRYSTAL THAT IS SIZED TO FIT ACCURATELY. 


PERFECTION OF 
CABINET SYSTEM 


In a 12 or 18 drawer Cabinet System that will satisfy the most 
_ exacting watchmaker. Each size of crystal has its own movable conr 
partment. And each crystal is labeled with size and case manufat 
turer’s name. You find the exact crystal instantly. Compartments 
can be easily placed in proper positions when new numbers afé 























| _% \ ones) aa J Box 7737, 
geeag (GF. MARSHALL CO. imc 
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Repeal of Gold Order Likely: 
iBan on Jewelry Platinum Stays 


A DIAMOND WITH 60 YEARS OF MUSIC 


After Advisory Meeting, 
WPB Hints I#'ll Rescind 
Order Limiting Gold Use 


Hope for an early repeal of 
WPB’s Order L-45 restricting the 
use of karat gold for the manufac- 
ture of jewelry is reasonably bright, 
according to members of the Precious 
Metals Jewelry Manufacturers Ad- 
visory Committee, following a day- 
long conference of that body with 
Government officials in Washington 


July 12. 

The meeting was called at the request 
of the committee, which asked for im- 
mediate repeal of the order on the 
ground that, among other things: 

1.), The order has failed to accom- 
plish its avowed purpose of stimulating 
war production in precious jewelry 
plants because of the insuitability of 
their equipment for mass production of 
precision items; 

2.) The small amount of war work 
now being done in precious jewelry 
shops will probably be still further re- 
duced in line with the recent trend of 
cut-backs and cancellations of war 
orders ; 


8.) Materials and manpower are 
available to increase production of 
precious jewelry without interfering in 
any way with the war effort; 


4.) The order has not lessened the 
total production of precious jewelry but 
has merely diverted it from the legiti- 
mate manufacturers, who have obeyed 
the order, to chiselers and black market 
operators who have disregarded it, to the 
harm of both government and legitimate 
business. 

“While it is impossible to discuss de- 
tails of the conference,” says the of- 
ficial statement issued by the committee 
following the meeting, “. . . it does not 
seem possible that the War Production 
Board authoritie$ will continue this in- 
effective order in the face of present 
conditions.” 


COMMITTEE MEMBERS HOPEFUL 
Unofficially, several committee mem- 





bers expressed optimism as to the prob- 
able outcome of the conference, saying 
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A regular customer at the Metropolitan Opera House for the past 60 years—that's the record 
of Capt. William P. Stephens, 90 year oldtimer who has been a faithful attendant at Satur- 
day matiness since the "Met's" first season in 1883. Here Captain Stephens is receiving a 
specially designed diamond ring, presented to him by the Metropolitan. The occasion is 
the Metropolitan's Diamond Jubilee. Shown above: “Met” baritone Martial Singher, Captain 
Stephens, and Edward Johnson, "Met" general manager. The ring, designed and executed 
by J. Fiddelman & Son, Inc., New York City, is palladium with the five lines of the music 
staff and the treble clef sign in gold, and the diamond in the curl of the clef. 








that Government officials had displayed 
a distinctly understanding and sym- 
pathetic viewpoint throughout the dis- 
cussion. Also, a WPB executive, when 
interviewed by a JC-K reporter, indi- 
cated that an early revision or repeal of 
the order is likely. 

The one serious threat to a favorable 
solution appears to be the new directive 
of the War Manpower Commission (page 
224 of this issue which sharply re- 
stricts the employment of labor in non- 
essential industries. However, this 
would not interfere with production up 
to the amount that can be turned out by 
the employees already on the payroll of 
any given shop. 

Moreover, the rescinding of the order 





would be in line with WPB’s newly an- 
nounced program of a series of general 
orders to be issued between now and 
Aug. 15 (page 231 of this issue), the 
avowed purpose of which is to permit at 
this time a gradual start toward recon- 
version to peace-time goods in plants 
where it will not interfere with produc- 
tion of needed war goods. 

The possibility of resumption of 
manufacture of platinum jewelry was 
also discussed at the conference, but the 
outlook for this class of goods is far 
more remote. Platinum, unlike gold, is 
a metal that is critically needed for war 
purposes, and as long as this continues 
to be the case, and the supply of the 

(Please turn to page 239) 
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Manufacturers Surveyed 
By CED Say Employment 
Will Rise After V-Day 


Good times for the jewelry in- 
dustry after the war!—that’s the 
pooled opinion of leading Provi- 
dence jewelry manufacturers, quiz- 
zed on their postwar prospects by 
the Committee for Economic De- 
velopment last month. 


Surveyed by the New England Manu- 
facturing Jewelers & Silversmiths As- 
sociation on behalf of the CED, 87 lead- 
‘ing Providence jewelry concerns de- 
clared that they expected to employ 
more people and produce more and bet- 
ter goods than they did in 1940, before 
the war cut down the number of avail- 
able’ employées and dYastically shrunk 
the supply of jewelry materials. 


DO 83 PER CENT MORE BUSINESS 


The 87 firms surveyed account for 83 
per cent of the jewelry industry em- 
ployment in the area. 

Announcement of the survey’s results 
was made by Frederick A. Bullock, 
NEMJ&SA_ president, and Edward O. 
Otis, Jr., executive secretary, on,July 15. 

About 60 to 70 per cent of the total 
man hours worked in the industry in the 
Providence area are now devoted to 
war work—right now manufacturers are 
not spending much time turning out 
jewelry items. Nevertheless, more than 
half of the concerns surveyed said they 
would be able to reconvert to jewelry 
making in less than three months—that 
is, as soon as supplies of materials are 
adequate. And they will be able to use 
their present equipment, they said. 

Manufacturers have no worries about 
potential markets for their goods when 
they do go back to peacetime produc- 
tion. Pent-up demand will be terrific, 
they agreed. Leftovers from prewar in- 
ventories were gone long ago and the 
cupboard is bare, they said. 


WILL NEED MORE WORKERS 


To fill this demand, Providence manu- 
facturers will have to step up employ- 
ment. The estimate is for a probable 
employment of 16,255 persons by 195 
firms in the Providence jewelry industry 


Providence Jewelry Firms See Good Times Aheg 











after the war—an increase of 66 per 
cent over the present figure, and an in- 
crease of 18 per cent over 1940. The 
estimate is conservative, stressed Mr. 
Otis. 

These figures are based on the 87 
firms reporting. These 87 employed 
11,463 persons in 1940, employ 8151 
now, and expect to have 13,554 workers 
after the war. 


LOOKED BAD IN 1941 

Both Mr. Bullock and Mr. Otis point- 
ed out that things had looked very black 
indeed for the industry at the war’s 
beginning, as jewelry manufacturers had 
neither trained personnel nor equip- 
ment to do war work. However, by 
using Yankee ingenuity, many managed 
to handle war contracts. 


NEW WAYS OF DOING IT 

Much technical knowledge has been 
gained by doing war work and having 
to “make-do” under wartime difficulties, 
Mr. Bullock and Mr. Otis said. Manu- 
facturers have learned new ways of do- 
ing things that will pep up production 
of better peacetime products. Many 
companies will continue to turn out 
products which they took on as wartime 
sidelines. 








Not the least of the reasons 
manufacturers are counting on gog 
times after Victory is that they are gy 
now on a sound financial basis, T% 
reason for this is that the war 
brought prompt payment by custome 
doing a wartime boom business, Ag 
whole, said Mr. Bullock and Mr, Oe 
the industry is in a liquid finane 
condition. a 
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OPA Appoints Six to Committee — 
On Pricing Clocks for Civilians ~ 











OPA last month named six men to 
Clock Manufacturers Industry Advis 
Committee, which will consult with OP 
when pricing problems arise as a resq 
of the resumption of civilian produetior 
Significantly, OPA said: “No meet 
between OPA and the committee ” 
planned for the near future.” 

Committee members are: J. M. Ive 
U. S. Time Corp.; E. M. Greene, 
















eral Time Instruments Corp.; John J 


McClellan, Wm. L. Gilbert Clock Corps: 


Edward Stevens, New Haven Clock 
Co.; William H. Hetznecker, Hammond 
Instrument Co., and David Blair, War- 
ren Telechron Co. 





There Are Some Changes Made in OPA; 
Court Procedure Altered Somewhat ] 


During the past month OPA has 
been feverishly trying to adjust its 
policies and procedures to conform 
with the amended version of the 
Price Control Act. 


Several of the changes required under 
the new law have been announced al- 
ready, and many others are to come as 
soon as OPA can interpret the will of 
Congress in each case and issue orders 
to cover the changes. The new law which 
became effective July 1 extends the life 
of OPA for another year. 


OPA Administrator Chester Bowles, 
in discussing the act with reporters, said 
that the act as it stands will cause 
OPA some problems, but that on the 
whole it is quite favorable. Emphasiz- 
ing the importance of the act to the re- 
tail trade he said, “at the retail level we 





Lo! After 6 Months of All Quiet on the Watch Front, 
OPA Seeks Damages from 1 of Firms Previously Enjoined 


After months of hushed calm, the New 
York Office of Price Administration 
popped up last month with a suit for 
treble damages for alleged over-ceiling 
sales of watches. The defendants, Sol 
Fried, Henry Fried, and Max Fried, do- 
ing business as H. B. Fried & Co., 149 
Broadway, were among 23 watch firms 
enjoined by the Federal Court in Octo- 
ber, 1943, from selling watches until they 
had properly established ceiling prices 
according to OPA regulations. 

OPA brought suit against the Fried 
firm on July 5—asked for treble dam- 
ages of $28,994.70. The overcharge, OPA 
said, occurred during the period of July 
4, 1943, until July 4, 1944. 
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Meanwhile, as in the past six months, 
nary a peep was heard from OPA about 
the approximately 50 other watch firms— 
importers, wholesalers and _ retailers— 
who had come in for plenty of OPA’s 
time and attention last fall. OPA’s story 
a few weeks ago, was that many firms 
against whom overcharges were estab- 
lished, after they had properly prepared 
records and established ceilings, were 
settling quietly. 

According to one authoritative source, 
however, OPA has had its style cramped 
lately by a shortage in personnel, but is 
planning to open up with another volley 
soon to enforce its regulations in the 
watch industry. 



















will be stronger than we were.” 











In regard to appeals procedure, OPA} 


is currently setting up a Board of Re 
view. Under the new law, a protest ¢ 
be lodged against any OPA regulation 
at any time. 
granted or denied within a reasonable 
length of time the protestant may ask 
the Emergency Court of Appeals for 4 
writ of mandamus. If the protest is 
still not acted upon within the time set 
by the court it will be presumed to be 
denied. Then the protestant can ask 


_ the court to grant the protest and have 


the regulation declared invalid. OPA be- 
lieves that it will be humanly impossible 
to handle the large volume of protests 
that are expected and it is possible that 


Congress may be asked to change this” 


section of the law. However, there has 


been no noticeable increase in protests: 


up to this time. 

OPA has also been given the power 
to purchase commodities as evidence in 
price violations. During the next fiscal 
year $50,000 may be expended for this 
purpose. 

A great deal of the court proceduré 
has been altered by the new law. OPA 
may now enter suit within 30 days after 
a violation has occurred if the consumer 
hasn’t already done so. 

The court may now levy fines of from 


one to three times the overcharge, or 
$25 to $50, whichever is the greater 
Or the fine may only be the amount of 
the overcharge, based on the discretion” 
of the judge. If it is the judgment ef 
the court that the violation was not 
wilful then the penalty shall be the 


minimum allowed. 


In, both civil and criminal suits the 


defendant can ask the judge to appeal 


to the Emergency Court of Appeals for 


(Please turn to page 289) 


If the protest is neither 
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jJewelers Exeeed Quotas in Fifth 
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THEY HELPED SELL 'EM 










Upper left: Brown's Jewelers of Stamford, Conn., was one of several jewelry 
firms that used JC-K's June cover in their own War Bond promotion ads. 
Upper right: “What Am | bid?" cries auctioneer Percy H. Joseph—trinkets 
went for big money in War Bonds. Lower, in the usual order: Ben Rosenthal, 
George Klinik, Mrs. Pauline Stern, Milton W. Stern, Evelyn Lane, the “Star 
Spangled Banner Lady," D. B. Edlred, Chairman Dave Kay, Herman Stepner, 
Irving W. Broder; they made the sales or took the orders. 





‘If you have a medium-sized jewelry 
business, chances are you’re doing better, 
comparatively, right now than if your 
store were either in the “small” or “big” 
class, 

A study made last month by the Busi- 
ness’ Structure Unit of the Bureau of 
Foreign and Domestic Commerce brought 
out some illuminating facts about jewelry 
store sales and inventories, by size 
groups. 

Index figures were used to show stores’ 
sales during 1943, compared with 1939. 
Their sales for the latter year were taken 
a8 100. On this basis, the small jewelry 
stores (those with sales of less than 
$20,000) had an index of 212.5 for 1943, 
and the larger jewelry stores (those with 


of 227.1. 

The medium sized stores (selling be- 
tween $20,000 and $100,000 per year), 
however, enjoyed the largest propor- 
tionate gain over 1939. While their in- 
dex figure was not listed separately, their 
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sales of $100,000 and more) had a figure ° 


| 


| 
| 
| 





Middle-Sized Jewelry Stores Made a Bigger Sales Gain 
Last Year, Over 1939, than Either Large or Small 


gain was sufficient to raise the average 
index for all sizes of jewelry store to 
229.1. Obviously, therefore, the medium- 
sived jewelers had an index considerably 
higher than 229.1, because it was their 
gain that pulled the index for the whole 
industry to a point higher than the in- 
dex for either the small or big establish- 
ments. 

As to year-end inventories, the aver- 
age for jewelry stores was 121.1 at the 
end of 1943, against 100 at the end of 
1939. Smaller jewelry stores’ stocks 
declined to 92.3, while the large jewelers 
vase to increase their inventories to 
125.6. 





A. W. Lindholm has opened a jewelry 
trade shop at 65914 Wabash Ave., Terre 
Haute, Ind. Before opening his own 
shop, Mr. Lindholm was with Lee H. 
Hillman, Inc., retail jewelry firm. 





Back the Attack—sell War Bonds! 




















War Loan Drive 


Sales and Rallies Mark 
Jewelry Industry Drive 
To Sell More Than Before 

They did it again! Last month 
jewelers all over the country—man- 
ufacturers, wholesalers, and retailers 
—went all out to buy and sell War 
Bonds. 


There isn’t space enough to give credit 
to all the members of the industry who 
bought Bonds ’til it hurt, or devoted 
many business hours in—and out—of 
their factories and stores to selling shares 
in America. So here are just a few of 
the more notable efforts of sections of 
the jewelry industry in the 5th War Loan 
Drive. 


IN NEW YORK 

In New York, the wholesale and man- 
ufacturing jewelers’ drive under the 
chairmanship of Dave Kay had more 
than $14 million to its credit when JC-K 
went to press—and it seemed certain 
that the group would exceed its $20 mil- 
lion quota when a final count was made. 

The wholesale and manufacturing 
jewelers’ drive was topped by a street 
Bond rally, with more than $2 thousand 
worth of items donated by industry mem- 
bers being auctioned off by auctioneers 
Percy Joseph and Lou Simons to the 
crowd of jewelry workers and shop own- 
ers who crowded ’round the auction 
stand. More than $250,000 worth of 
War Bonds were auctioned off. Help- 
ing boost sales were singer Evelyn Lane 
and U. S. servicemen who had been deco- 
rated in the fighting overseas, as well as 
the Army Band from Governor’s Island. 

In New York, the Associate Jewelers, 
organization of 75 manufacturers, had a 
B-29 Superfortress, the kind that bombs 
Japan, as their goal. Philip Skalet and 
Tobias N. Berger were co-chairmen of 
the Bond ‘committee, assisted by Walter 
F. Beer, Henry Peterson, Herman M. 
Steinman, Morris Rubin and David Sar- 
kin. Pledges of $715,000 were received 
up to July 20. 


RETAILERS TAKE PART 

Here’s what some of the retailers 
throughout the country did: 

In Youngstown, Ohio, 17 jewelry stores 
—hig, little, cash, credit—cooperated so 
effectively during the Fifth War Loan 
that the Youngstown Retail Jewelers 
Association burgeoned into being. 

With the help of the fire chief, they 
got 4000 people into the 2335-seat Palace 
theater the night of July 3. Each thea- 
ter-goer had bought one or more $25 
“E” bonds over the jewelers’ counters 
during a 10-day drive. Allan Marshall, 
star of “White Cliffs of Dover,” came 
by plane from Hollywood to appear, 
with Susan Hayward, star of “The Hairy 
Ape” and Gene Carroll of radio fame. 

The jewelers gave as door prizes, or 
to be auctioned for Bonds: a dozen "$125 
diamond rings; 162 alarm clocks and a 
radio, besides a quantity of fountain 
pens, lighters and electric irons. 

Net result of the Youngstown pro- 
gram: $350,000 sale of bonds—largest 
such in the Cleveland-Pittsburgh district. 

In Memphis, George T. Brodnax, Inc., 
bought $100,000 worth of War Bonds. 

In New London, Conn., the Royal: Dia- 
mond & Watch Co. not only devoted 
July 6 (Please turn to page 289) 
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New Hiring Regulations 
Vary, Region to Region; 
Penalties for Violation 


How the new Manpower Priority 
System, which went into effect July 
1, affects your right to hire depends 
to a large extent upon the labor sup- 
ply in your area. 

The national program, as explained in 
JC-K last month, sets up a nation-wide 
system of manpower priority referrals 
to give war industries the labor they 
need. Retail business, in many parts 
of the country, will find it hard sledding 
to get new employees either as (1) re- 
placements or as (2) additions to staff. 

Women as well as men have been 
brought under the priority referral sys- 
tem in about half the critical labor short- 
age areas. This means that women, too, 
must be hired through the United States 
Employment Service or its “approved 
channels” in certain areas of Connecticut, 
Massachusetts, New Hampshire, Rhode 
Island, New Jersey, Delaware, Ohio, 
Florida, Georgia, Mississippi, Tennessee, 
South Carolina, Nevada, Oregon, Arizona 
and California. 


CONTACT LOCAL OFFICE 


Because the regulations differ greatly 
in various parts of the U. S. and be- 
cause there are severe penalties for will- 
ful disobedience, an employer who seeks 
to hire a new worker, or to replace a 
worker, should first contact the area 
office of USES. 

The differences between the way the 
Priority Referral Plan is administered 
in New York, which has a labor surplus, 
and in Newark, an area of acute labor 
shortage, will serve to indicate how 
greatly the plan varies from city to 
city. 

In New York, the new regulations 
apply only to “non-essential” employers 
with four or more employees, and only 
to male workers of 18 to 45 years old. 
Women are not affected unless they seek 
to shift their employment from an “es- 
sential” to a “non-essential” industry. 
There are no restrictions in the nine- 
county New York area on the number 


WMC Rules Affect Women in Labor-Critical Areg 





of employees an employer may have on 
his payroll. 


NEWARK RULES STRICT 


But in Newark, only a few miles the 
other side of the Hudson River, stringent 
“employment ceilings” were in effect for 
retailers and other non-essential employ- 
ers. No such firm could employ more 
people, men or women, than it employed 
on July 1; replacements of employees, 
in event of death or resignations, could 
be made only through appeal to the 
Manpower Priorities Committee. 


THESE CAN BE HIRED 


Non-essential employers in Newark 
could hire part-time workers (30 hours 
a week or less) if such workers had some 
other “prihcipal occupation” as deter- 
mined by the Wage & Hour Division 
of the Labor Department. They also 
could employ, without priorities restric- 
tion, men and women under 18 years of 
age or over 65; also veterans within 
60 days of their discharge from Service. 





Penrose Myers, jeweler of Gettysburg, 
Pa., is this year celebrating the 68t 
anniversary of the founding of his busi- 
ness, which has been located at 12 Balti- 
more St. since it was opened in 1876. 





———___ 


FALL JEWELRY 





This year fashion says simple black for sum 
mer-into-fall. A diamond and sapphire 
brooch, diamond earrings and watch add 
the necessary sparkle. Something to watch 
out for, the new big hats—decorative hat 
pins will be a “must.” 





Gsell Protests JVC Stand on Mexican Silver Imports; 
In Reply Niemeyer Says Silver Needed for War Work 


When the Jewelers Vigilance Commit- 
tee proposed recently (See page 200 of 
JC-K for June) that the Government 
restrict silver imports from Mexico to 
“some fair ration of former imports,” 
Roland Gsell, president of the American 
Watch Assemblers Association, raised 
objections. His view: such action would 
have the same results as a high tariff, 
and would give some importérs “a de- 
cided advantage over others.” JVC 
Chairman G. H. Niemeyer replied that 
silver used in Mexico in the arts robs 
U. S. war material manufacturers of 
foreign silver at 45 cents an ounce and 
forces them to buy silver at 71.114 cents 
an ounce. 

Mr. Gsell’s answer to Mr. Niemeyer 
follows: 





Waltham Stockholders Name New Board; 
Boucher Is Manager, Dumains Are Out 


Stockholders of the Waltham Watch 
Co. at a special meeting on July 17, 
following the recent deal in Waltham 
stock, named the following as directors 
of the company: 

Roger Amory, O. Kelley Anderson, 
Henry C. Breck, John P. Chase, George 
Peabody Gardner, Ira Guilden, Chand- 
ler Hovey. No members of the Dumain 
family appear on the new board. 

Ira Guilden was formally elected 
president and treasurer,. and I. 
Boucher continues as manager. No an- 
nouncement as to other executives was 
made, 

Nor was there any statement as to 
whether Waltham will continue its past 
policy of distribution through whole- 
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salers, or whether as trade dopesters 
have been prophesying, sales will be 
direct to retailers in future. “Since 
Waltham is at present 100 per cent en- 
gaged in war work and is making no 
watches for the civilian market, and 
since no one yet knows when we may 
be able to resume any announcement at 
this time as to future sales policies 
would be premature,” said a company 
spokesman. 

Authorized, however, was the state- 
ment that “Waltham will continue to 
manufacture American-made watches at 
the new modernized plant at Waltham, 
Mass., resuming production as soon as 
that is feasible.” No other comment 
could be obtained up to the time JC-K 
went to press. 


_to tell you that there is a very se 





“You state that the objection to these 
imports is because they hurt the war 
effort (actually, do they?—-silver seems 
to be very plentiful). 

“At the last board meeting, I definitely 
derived the conviction that the objection 
was primarily because these imports 
meant new competition against domestic 
manufacturers, at present busily engaged 
in war work. I quote your declaration 
at that meeting: 

“‘*With money going down to Mexico 
for better industrial methods, a new 
competition will be arising that might 
become serious to our manufacturers; 
protection is needed.’ 

“IT have often expressed my admire 
tion for your work in favor of the indus 
try as a whole and, therefore, I am sorry 
to have to disagree with you in regard 
to the steps you are taking in the above 
matter. 

“T do not intend to have this diffe 
turn into a lengthy discussion and com) 
respondence, and, as far as I am com 
cerned, this will be my last letter @ 
this regard.” a 

In an answering letter to Mr. 
Mr. Niemeyer said: 

“Tt is still my opinion that a care 
reading of my letter to Mr. Murpif) 
[W. S. Murphy, chief of WPB’s sil 
gold section] and his reply to me Wil 
indicate that my appeal for action wa) 
based upon our needs in the war effa ( 

“For your information, I should 


shortage of foreign silver, and a scarcity 
of domestic silver as well. There is stl 
a surplus of Treasury silver, but its ui 
is restricted, and if the war should com 
tinue for another year and the need for 
silver should continue at the present levél 

(Please turn to page 228) ¥ 
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prospects of More Swiss Wateh I 








two Providence Manufacturers Sign Consent Decrees 
On Pricing Records; Both Call Action Technicality 


Last month things were fairly quiet 
in Providence after the shakeup of OPA 
actions against seven manufacturers in 
June. (See page 194 of last month’s 
Jc-K.) 

Kestenman Bros. Mfg. Co. was com- 
pletely absolved of any suspicion of 
hlackmarket dealings in a consent order 
signed by the Court on June 27. The 
order specifically stated that the firm 
had not 1) sold goods at over the proper 
ceiling price, 2) sold or offered goods 
in violation of section 1499.152 (c) of 
MPR 188, 3) had not failed to compute 
and report to OPA in Washington its 
maximum prices on uew goods, 4) had 
not failed to “keep or make avai.uble” 
for examination by OPA certain other 
records. 

The only violation found on the part 
of the Kestenman firm was a techni- 
cal one. The company was ordered 
to “keep for examination by any person 
during ordinary business hours a base 
period statement as required by .. . 
the General Maximum Price Regulation 
as incorporated into and made a part of 





seman 


For the Memo Pad 


August 
ANRJA, Waldorf-Astoria, New York 
City, week of Aug. 21. 
July 31-Aug. 12—Merchandise Mart 
Show, Chicago. 
July 31-Aug. 10—Chicago Gift Show, 
Palmer House, Chicago. , 
Aug. 7—Connecticut RJA, Hartford. 
20-24—St. Louis Gift Show, Hotel 
Statler, St. Louis. 
28-Sept. 1—New York Gift 
Show, Hotels New Yorker 
and Pennsylvania, New 
York City. 


September 


Sept. 11-14—Boston Gift Show, Hotel 
Statler, Boston. 














Maximum Price Regulation No. 188.” 

Said Louis Kestenman, in a statement 
to the press: 

“The judgment in the OPA suit speaks 
for itself. We welcomed a thorough in- 
vestigation by OPA. The result natural- 
ly gratifies us and confirms the confi- 
dence expressed by so many of our 
customers and friends in the industry 
during the past few days. We have re- 
frained from making any statement pre- 
viously only because we wanted the OPA 
to investigate to its own satisfaction. 
We never had any doubts as to what 
the outcome would be.” 

S. Jay Feldman, vice-president of the 
Jaeckel Mfg. Co., Inc., which signed a 
consent decree on July 17, had this to 
say: 

“It is all » misunderstanding. We 
have always maintained adequate price 
records. We have submitted price sched- 
ules and samples to Washington. We 
have never made formal filing of the 
price schedules but all our items are so 
well-known that all our customers and 
potential customers know them. Every 
jewelry store in the country has our 
price records. Our prices are the most 
publicized prices in the industry. We 
have filed with OPA all of our prices 
but have never given a detailed break- 
down. We have never made a formal 
filing but will be glad to do so.” 

In the decree the firm agreed to: 1) 
refrain from buying silver at over-ceiling 
prices; 2) refrain from “selling, deliver- 
ing or offering to sell or deliver” goods 
manufactured by the firm at prices over 
the ceilings permitted by MPR 188; 3) 
prepare and submit to the Office of Price 
Administration various pricing records. 
The firm was prohibited from selling, 
delivering or offering to sell or deliver 
any merchandise until it has prepared 
and submitted all the records and re- 
ports asked for in the order. 

The following firms prepared their 
records for OPA inspection as ordered: 
A. Bellin & Co., 51 Bassett St.; N. C. 
Findings Co., 232 Aborn St.; Dickson 
Mfg. Co., 162 Clifford St. 





YOUNGSTOWN JEWELERS "BACKED THE ATTACK" 








You can't say it out loud in Youngstown, O., that jewelers are “non-productive." Not after 
they sold $350,000 worth of War Bonds during the Fifth War Loan. For story of this and 
eir theater program see page 223. Front row, |. to r.: James Livingston, |. Klivans of 
Klivans Jewelry Co.; Martin Dittman, Castle Jewelry Co.; Edgar Samuels, Samuels Co.; Oby 
Oblonsky, Oby's Jewelry Store, and Lou Samuels, Samuels Co. Back row, |. to r.: Mark 
erlman, King Jewelry Co.; Ritter Levinson, Harry Levinson; Ted Powers, Frank M. Powers; 
Peter Kurjon, Peter Kurjon, Inc.; J. Klivans, Klivans Bros. Co.; Harold Klivans, Klivans Jewelry 
Co., and Milton Klivans, Milton Klivans, Inc. 
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mports Are Dim 


Swiss Reported Asking 
Nazi Permission to Fly 
Shipments to Spain 


Barring some new and unpredict- 
able developments, prospects for a 
continuing supply of Swiss watches 
reaching this country during the 


second half of 1944 are dim. 

Overland shipment of movements out 
of Switzerland was halted several weeks 
ago when the Germans withdrew per- 
mission and facilities for the transport 
of such goods by either rail or truck 
in order to keep the rails and highways 
clear for the movement of troops and 
their equipment. This stoppage was put 
into effect on D-day, June 6, in prepara- 
tion for any eventualities. A day or two 
later, the ban was lifted but aftei in 
interval] of a few days was again re- 
imposed on June Il. 

During the interim, s:me shipments 
are understood to have left Switzerland 
for Lisbon, but at least some of these 
which were travelling by truck found 
it impossible to get through because of 
the destruction of roads and bridges by 
Allied bombings and the sabotage of 
French patriots whose intent was to dis- 
rupt German transportation of troops 
and supplies. 

Some of these trucks are said to have 
given up the effort and returned to 
Switzerland. A Swiss-bound railroad 
train is reported to have been severely 
damaged by machine gun fire in the 
fighting between patriot forces and Nazis. 

Because of this situation of internal 
upheaval within France, and the conse- 
quent risk of destruction of shipments, it 
is unlikely that the Swiss would be too 
eager about sending out goods, even if 
the Germans withdraw the official ban. 
until such time as the war has progressed 
to a point where one side or the other 
is in complete control of the situation 
and can assure safe conduct for neutral 
goods. 

Airplane shipments also are out of 
the question for the present. Germany 
permits no planes to enter or leave 
Switzerland except those on one short 
line between Zurich and Stuttgart. De- 
mand for space on these flights so far 
out runs demand that there is no possi- 
bility of anything more than a small 
trickle of repair parts getting out in this 
way. 


MAY FLY GOODS 


However, the Swiss are reported to 
be negotiating with Germany for the 
right to fly their own cargo planes out 
of Switzerland over German-occupied 
territory to the Spanish peninsula. If 
these negotiations succeed, it will then 
be possible for complete watclies and 
watch movements, as well as watch 
parts, to be exported by air express. 

Best hope for resumption of shipments 
of movements is that the Allied armies 
may be able to break through the Gothic 
line and force the Germans to fall back 
to the passes leading to Germany and 
France, abandoning north central Italy 
and so permitting direct access to 
Switzerland through the Simplon and 
St. Gothard tunnels, which are near the 

(Please turn to page 289) 
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Jewelry for Jungle GIs? No Thanks, Says Army 


Claims It Had Nothing 
To Do With Nation-Wide 
“Junk" Jewelry Drives 


Well, whaddaya know! After the 
jack rabbit-like speed at which some 
of our more vigorous and Victory- 
minded citizens dashed around some 
months back collecting “junk” 
jewelry to send to servicemen in the 
South Pacific, the Army pops up 
and says it had nothing to do with 
the collections and, by gum, it wants 
nothing to do with them in the 


future. 

Last summer most newspapers and 
magazines (including this one) were 
carrying stories about how a pair of ear- 
rings or a sparkling bracelet, dangled 
enticingly by a G I under the nose of a 
South Pacific native, would lure the 
native into carrying stretchers and sup- 
plies, digging foxholes and, in fact, 
would persuade him to do everything but 
the GI’s personal laundry. Forthwith 
various civic-minded groups throughout 
the country went all-out to gather to- 
gether all the brooches, rings, bracelets, 
earrings, and bangles they could find! 


ARMY'S STATEMENT 


Alas, here is an official statement by 
the Bureau of Public Relations of the 
War Department: 

“, . . The War Department is not 
responsible for either initiating these 
campaigns or for supporting them in 
any way. The Bureau of Public Rela- 
tions has issued explicit instructions to 
public relations officers at.all Army in- 
stallations in the United States to dis- 
courage such efforts. 


NO DRIVES AT ALL 


“As a matter of fact, the Bureau of 
Public Relations has advised public rela- 
tions officers in this country to renounce 
collection drives for other items. To 
quote from one of the bulletins issued 
by the bureau, they were urged to ‘Dis- 
courage all campaigns for the collection 
of junk jewelry, fountain pens, knives, 
etc., for shipment overseas. There is 
no need for such articles in quantity and 
no facility for shipping once the collec- 
tions have been made.’ ” 

Saddened by this news, JC-K ran 
around like crazy trying to find out 
where the tons and tons of stuff had 
gone to. And if you don’t believe there 
were tons and tons collected, 5% tons 
were collected in the New York area 
alone in just a few months. And across 
the country various small towns helped 
swell the total—108 pounds here, 55 
pounds there, 300 pounds somewhere 
else! 


MAYBE TIME NOT WASTED 


However, it seems very likely that the 
drives weren’t just a waste of energy. 
The Army Port of Embarkation in New 
York informed us that they had been 
accepting contributions of costume 
jewelry in the past, but had been told 
that more than enough had been col- 
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WHAT HAPPENED TO IT? 


Gals and gobs in St. Petersburg, Fla., look over some of the jewelry collected in an all-out 
drive in that city. But what use the Army has made of such “baubles for buddies to banter,” 
collected by the tons by civilians, is something of a mystery. 


x (4 
St. Petersburg Time 








lected and they weren’t accepting any 
more. When the New York port had a 
certain amount on hand, they bundled it 
up and sent it off to the Port of Em- 
barkation in San Francisco, an Army 
spokesman said. 

Queried on how much of the stuff had 
been collected and sent overseas, the 
San Francisco Port of Embarkation 
nadn’t given an answer at the time 
JC-K went to press. 


Here Is How GI Bill 
Will Help Veterans 


Start Own Businesses 


The “GI Bill of Rights,” signed by 
the President on June 22, is the most 
far-reaching document in _ recorded 
American history ever drawn up to 
provide benefits for returning service- 
men. In addition to hospitalization, in- 
surance, mustering-out-pay, pensions, 
and other benefits this bill guarantees 
veterans Government help in starting a 
business. 

Under this broad law the Veterans’ 
Administrator is responsible for carry- 
ing out most of its provisions. The bene- 
fits will be made available to all ser- 
vice men and women who have other 
than dishonorable discharges and who 
have served 90 days since Sept. 15, 1940, 
or less than 90 days if they have ser- 
vice-connected disabilities. 

-In buying or repairing a home, buy- 
ing or stocking a farm, or establishing 
a business, veterans can arrange for 
Government guaranteed loans. The 
Government will guarantee 50 per cent 
of the loan up to $2000 and will pay 
the first year’s interest on the part of 








the loan that it guarantees. Under this 
plan, a veteran may borrow up to $4000, 
with the Government backing up half 
of the amount. 

Loans can be obtained from banks, 
loan offices, or even individuals. The 
veteran must establish collateral on his 
part of the loan. Interest cannot e& 
ceed 4 per cent, and the loans must be 
paid up within 20 years. 

The Government will also guarantet 
in full a secondary loan up to 20 per 
cent of the cost of the property i 
volved. The total amount in both loans 
guaranteed by the Government cannot 
exceed $2000. Interest on secondary 
loans cannot be more than 5 per cent. 

In the case of buying a farin or bus: 
ness the veteran must be able to show 
that he has a reasonable chance of mak 
ing a success of such an undertaking 
The secondary loans may be used for 
cash down payments. The veteran may 
use the money to buy buildings, !and, 
stock, supplies, equipment, employ help, 
or anything else required of a succest 
ful business. The two-year limitation 
applicable to educational benefits is als 
invoked in the case of loan opportur 
ities. 

Self-employed veterans who make les 
than $100 a month can get cash benefits 
to make up the difference between thelt 
net earnings and $100 a month. Thi 
benefit will also be paid for 52 weeks, 
depending on the length of service. 

The law provides for a $1000 fine ané 
one-year prison term for anyone col 
victed of fraud in connection with suth 
benefits. Any bonuses or benefits that 
might be paid under future legislation 
would be paid only after benefits paid 
under the “GI Bill” were deducted. 
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AGS and GIA Announce Names 
Of Various Committee Members 


t 
Be chairman of the International 


e a of the American Gem So- 


, last month announced new officers 


ge 
are: 
“International nomenclature committee 
Be Forest Davidson, C. G., Boston, 
vhairman; Clarence E. Knorpp, C. G., 
it, vice-chairman; Howard E. 

; C. G., Columbus, executive sec- 
retary; Miss L. M. Black, R. J., Wash- 
ington, assistant secretary; Edgar N. 
Smith, C. G., Toronto, Canadian secre- 


& 


International membership committee— 
H. Paul Juergens, C. G., Chicago, chair- 
man; William T. Gordon, New York, 
vice-chairman; Herbert F. Underwood, 
R. J., Jacksonville, executive secretary; 
Virginia V. Hinton, C. G., Houston, 
assistant secretary; Robert Brown, R. 
J. Sudburg, Ont., Canadian secretary. 
International graduates committee— 
Samuel J. Tyack, C. G., Boston, chair- 
man; R. J. Schwartz, C. G., Halifax, 
yice-chairman; Herman D. Page, C. G., 
Roanoke, executive secretary; George A. 
Doering, C. G., Detroit, assistant sec- 
retary. 

International manufacturers, importers 
and jobbers committee—Maurice Spain, 
Newark, chairman; M. E. Vedder, De- 


‘ troit, vice-chairman; Fred J. Cannon, 


Los Angeles, executive secretary; R. Dix 
Edwards, Kansas City, assistant secre- 
tary. 

Three committees to work closely with 
the board of governors of the Gemologi- 
cal Institute of America were appointed 
by Leo J. Vogt, St. Louis, chairman of 
the board. They are: 

Endowment committee—P. K. Loud, 
R. J., Detroit, chairman; James G. 
Donavan, Jr., R. J., Los Angeles; Nolte 
C. Ament, C. G., Louisville. 

Operating committee — James G. 
Donavan, Jr., R. J., Los Angeles, chair- 
man; John S. Kennard, C. G., Boston; 
P. K. Loud, R. J., Detroit. 

Membership committee — William H. 
Schwanke, R. J., Milwaukee, chairman; 
Oscar C. Homann, R. J.. Omaha; George 
C. Brock, R. J., Los Angeles. 





Six Certificates Are Awarded 
By HIA Board of Examiners 


Four certificates as Certified Watch- 
maker and two as Junior Watchmaker 
were granted at the July meeting of 
the examining board of the Horological 
Institute of America. 

New Certified Watchmakers: Benja- 
min M. Brown, Laurens, S. C.; J. R. 
Garlick, of C. F. Lauterback’s Sons, 
Petersburg, Va.; Willie Edwin Jenkins, 
Charlottesville, Va., and Mimi Seki, of 
Manzanar Cooperative, Tule Lake, Calif. 

New Junior Watchmakers: John E. 
Babcock and Lauren Thomas McNaught, 
Students at the New York State Agri- 
cultural & Technical Institute, Morris- 
ville, N. Y. 





Recognize Jewelry Union 


A committee of the United Diamond 
Manufacturers Association last month 
met with representatives of Local 123, 
International Jewelry Workers Union 
(AFL), and agreed to recognize the 
IJWU as collective bargaining agency. 


FOR August, 1944 





bh I. Van Cott, Binghamton, 


AGS committees. The appoint- | 











‘T gotta date with 1000 Jeeps! 


Call AR Lyvess 






F AIR EXPRESS shipments could talk—and knew where they 
| soon going and why—we wouldn’t have to urge you to 
ship when ready, especially if you are a manufacturer of war 
materials. For early shipment is the way to be certain of earliest 
possible delivery. Don’t let shipments lie around for routine 
end-of-day pick up. Call arr ExPREss the instant the label 
is on. No matter what the label says, it isn’t ai 
EXPRESS until it’s on a plane! 


A Money-Saving, 
: High-Speed Wartime Tool 
u _ For Every Business 
As a result of increased efficiency whee to meet wartime demands, rates 
have been reduced. Shippers nationwide are now saving an average of 
more than 10% on Air Express charges. And Air Express schedules are based 


on “hours”, not days and weeks—with 3-mile-a-minute service direct to 
hundreds of U. S. cities and scores of foreign countries. ‘ 


WRITE TODAY for “Vision Unlimited’—an informative booklet that will 
stimulate the thinking of every executive. Dept. PR-8, Railway Express Agency, 
230 Park Avenue, New York 17, N. Y., or ask for it at any local office. 


CSS 


Gers there FIRST 


Phone RAILWAY EXPRESS AGENCY, AIR EXPRESS DIVISION 
Representing the AIRLINES of the United States 
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YOU CAN'T MISS 


ON THESE ITEMS 


Dependable ''before-the-war 
quality items your customers will 
go for in a big way. Priced for 
excellent mark-ups. 


BUCKLES 


Cavalier 
sterling silver 
and gold 
decorated 
buckles with 
assorted 
shields for 


monograms. 





Beautiful designs in 1/10 and 1/20 
Gold Filled Buckles 


FOR REASONABLE 
DELIVERY DATE 


BRAXTON BELTS 


U. S. Patent 
* 2. a: te: 


No. 2134600 = 
DOUBLE 


COMFORT feature which prevents slid- 
ing and slipping. 











America's Fin- 
est GENUINE 
LEATHER Belt. 
The ONLY belt 
in the world 
with the pa- 





BLACK{ORIBROWN —s mediate 
GENUINE PIGSKIN pong a 


BRACELETS 


GENUINE STERLING 









Mee, 






Forget-Me-Not Sweetheart 


A gift for all occasions, one of the most 
beautiful on the market. 


In either heavy-weight sterling or 
1/20 yellow gold-filled 


BRAXTON DIVISION 


QUEEN CITY BUCKLE MFG. CO. 











the window. 


SECOND STORY JOB 





Green Bay rress Gazer 


Thieves sawed their way through iron bars to enter the Eugene Wald jewelry store in Green 
Bay, Wis., recently. They went out a different way—through the back door, carrying betwee 
$1,500 and $2,000 worth of jewelry with them. Unable to open the safe, they swept the con 
tents of show cases into sacks and carried them away. Police said the thieves probably 
climbed from the top of 'their car to an adjoining shed roof, from which they could reach 





How To Show Added Cost 
Of Domestic Silver Is Eased by OPA 


Invoicing requirements for manufac- 
turers and wholesalers of consumers 
articles containing newly mined domestic 
silver were simplified recently by the 
OPA. 

Previously it was required that a 
statement of the net number of troy 
ounces of newly-mined domestic silver 
content, plus the amount of added cost 
of 36 cents an ounce—the difference in 
price between newly-mined domestic 
silver and foreign silver—be stated on 
each invoice. 

Now the manufacturer or wholesaler 
must state this only once on either the 








Business Changes 


New store: W. P. Tutten, 67 King St., 
St. Augustine, Fla. 

New store: Upland Jewelers, 22 N. 2nd 
Ave., Ontario, Cal. 

New owner: W. W. Fritch, Portersville, 
Cal., formerly R. A. Hubler. 

New owner: A. H. Silva, 120 S. Main St., 
Sebastopol, Cal., formerly F. M. Moore. 

New store: Lowe’s Jewelry Co., 319 E. 
Main St., Charlottesville, Va. 

New owner: Albert K. Ball, S. & W. 
Refining & Smelting Co., 910 Wy- 
andotte, Kansas City, Mo., formerly 
David E. Lipsky. 











Mexican Silver 
(From page 224) 


—or increase, we might run short of 
available supplies. 

“IT am in complete agreement with you 
that it is not the business of the Jewel- 
ers Vigilance Committee to concern itself 














in any way with the tariff question.” 


first invoice, or on a separate statement 
at the time of the first invoice. Also, the 
amount by which retailers may increas 
their ceiling prices must be stated. 

















LADIES’ 
HEART LOCKETS 


Beautifully Engraved 
1/20th- 12Kt G. F. on sterling 


complete with G.F. chain—at- 
tractively boxed $29.50 dozen net. 


ANKLETS 


G. F. on sterling — carded $7.75 
doz. net. 

Sterling 
doz. net. 


LOUIS PERLOFF 


737 Walnut St. Philadelphia, Pa. 


silver —carded $6.50 
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PIN-LEVER, CYLINDER AND ROSKOPF WATCH CEILING PRICES 





Description of watches 
Lee ol “ 


— 
: 


3 1. Pin-lever, cylinder and Roskopf watches with 3 jewels or less, in either non-waterproof 


Importers’ prices to Importers’ prices to Jobbers’ prices to 


a 
jobbers retailers retailers Retail ceiling prices 

















‘ — 


t | 834 ligne | Under | 8% ligne Under | 8%ligne | Under | 8% ligne 
* | and over | 834 ligne | and over 834 ligne ead over | 8% ligne ond a 8 


Under 
3 ligne 



































ie or waterproof cases ......... ha einige ioe sake ne: a se Wola me wl tin Pestle RUA we oc oka $3.93 $4.63 4.25 5. 
PP poskont and ger watches with 4-10 jewels in non-waterproof cases............ 5.32 6.01 * 75 + 80 ois it to - ‘~ 
4. Pin-lever watches with 4-10 jewels in BOD-WalOEPCOO! CASED... 2.60.65. . wie enccne cee 6.24 6.94 6.75 7.50 7.26 8.06 13.50 15.00 
4, Roskopf and cylinder watches with 4-10 jewels in waterproof cases................ 6.94 7.63 7.50 8.25 8.06 8.87 15.00 16.50 
§ Pin-lever watches with 4-10 jewels in waterproof cases............................ 7.86 8.56 8.50 9.25 9.14 9.94 17.00 18.50 
4. Pin-lever, cylinder and Roskopf watches with 11 or more jewels in non-waterproof 4 
nn se vecnscnse-crcavennce st ins aces deedicenet hae te memens 8 09 8.79 8.75 9.5 
7. Pin-Lever, cylinder and Roskopf watches with 11 or more jewels in waterproof , = sea ieee _— 
eens 9 71 10.41 10.50 11.25 11.29 12.09 21.00 22.50 


included in Amendment 
To Price Regulation 499 


Higher dollar-and-cents ceilings were 

aced on pin-lever, cylinder and Ros- 
kopf watches containing 11 or more 
jewels last month by the Office of Price 
Administration. The order is an amend- 
ment to MPR 499, and went into effect 
July 5. 

As with the pin-lever, cylinder and 
Roskopf watches with under 11 jewels, 
which were given specific dollars-and- 
cents ceilings on Jan. 10 (see JC-K’s Jan- 
uary issue), watches of these types with 
ll or more jewels must be tagged with 
a “statement of the type of movement 
(ie. whether pin-lever, cylinder or Ros- 
kopf), the number of jewels, the size 
of the movement expressed in lignes and 
the retail ceiling price, exclusive of tax.” 

In announcing the new  dollars- 
and-cents ceilings, OPA said, “When the 
regulation” (MPR 499) “was issued it 
did not appear that these types of watch- 
es were manufactured with more than 
eight jewels. It now appears that watch- 
es of these types are being imported 
which contain more than 11 jewels. ‘The 
need for amendment was shown in a 
petition filed by an importer of 15 
Jewel pin-lever watches.” 

The chart gives the OPA dollars-and- 
cents ceilings on all pin-lever, cylinder, 
or Roskopf watch imports. Numbers 6 
and 7 on the chart are the watches on 
which new dollars-and-cents ceilings were 
placed effective July 5. 





OPA Has New Chief for Watches; 
Ujlaki Reenters China-Glass Trade 


Ernest W. Heilmann has succeeded 
George S. Ujlaki as section head in the 
Consumers Durable Goods Branch of 
the Office of Price Administration, with 
supervision over pricing actions for 
watches and a number of other com- 
modities. 

Formerly head of the radio and mis- 
cellaneous unit, Mr. Heilmann was asso- 
ciated with A. G. Spalding & Bros. in 
New York and Washington before he 
joined OPA. . 

Mr. Ujlaki is now organizing his own 
business in New York as a wholesale 
distributor of china, glass, gifts and 
housewares products. This is a field in 
which he had extensive experience, with 
R. H. Macy & Co. and Gimbel Bros., 
New York department stores, and with 
Sears, Roebuck & Co., Chicago. 
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Specializing{in eee 


Men's WEDDING RINGS ‘Ledies' 


Try to equal our quality ... and values! A host of styles 
to select from, in a wide variety of widths and weights. 


Sold through wholesale distributors. 


SYDNEY BERMAN 








102 CANAL ST., NEW YORK 2, N. Y. Phone—CAnal 6-3802 
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Stylists 


O 


JEWELS 
IN 
GOLD 


* 


Modern Methods of 
Production have mate- 
rially decreased our 
manufacturing costs 
and we are now in a 
position to offer our in- 
dividual creations at 


most attractive prices. 


* 


A. J. Gasse 


INCORPORATED 
Manufacturing Jewelers 
515 MADISON AVE. 


NEW YORK 


Pacific Coast Representative: 
Hubert A. Wood, 649 S. Olive St. 
Los Angeles 












The following is a letter, in part, 
from ex-Associate Editor Tom Duggan 
who gave up his editorial duties for 
Jewelers’ Circular-Keystone in Decem- 
ber 1942 to go to work for Uncle Sam 
—in the Army. T/Sgt. Duggan ‘has, 
through the past months, been keeping 
us wp-to-date on life in the British Isles, 
and we thought our readers might be 
interested in his description of his land- 
ing on the Normandy beach on D-day 
plus two. 

“At precisely 5.21 p.m. (British Dou- 
ble Summer Time) on Thursday 8 June, 
1944, I first set foot on French soil. 
(Well—not exactly French soil. It was 
French sand, because we landed on the 
beach.) The landing was timed to pre- 
cisely one and one half years to the 
day from the time I first donned o.d. 
clothing, and I must say I think it was 
awfully nice of General Eisenhower to 
be so obliging. It keeps all my records 
so neat and precise. 

“As soon as we ‘hit the beach’ we 
started to trudge inland, there being no 
Jerries at all on the immediate coast. 
After proceeding about a mile we were 
held up by a peculiarly American situa- 
tion—a traffic jam. So we had a break 
in front of the somewhat battered home 
of a local citizen... . 

“____(about five lines censored) fully 
removed our packs, extracted shovels, 
and like good little soldiers anywhere 
in the combat zone, proceeded to dig fox- 
holes, slit-trenches, and other forms of 
individual protection. 





THE ART OF DIGGING 


“Previously, during maneuvers, biv- 
ouacs and exercises, I have been prone 
to overlook the importance of digging 
a foxhole. I dug one in Alabama once 
and ever since have felt that I knew the 
technique pretty well. ‘When you’ve 
dug one foxhole you’ve dug all fox- 
holes, I maintained. And I suppose I 
was right. But on Thursday 8 June 1944, 
in an orchard in France, I suddenly 
decided that no one was going to prompt 
Duggan to dig in. So I did the job auto- 
matically, and fast. And adequately. 
too. 

“Once we were established with indi- 
vidual fortifications, we began to think 
of the inner man. It was well past 9 
p-m. Each of us had been provided with 
U. S. Army K rations which appear to 
be boxes of ‘Cracker Jack’ but which 
contain much more in the way of prizes. 
Also, we had been given two cans of 
‘Sterno’ (with admonition that *twas 
for cooking only). Within half an hour 
all had partaken of bouillon, corned beef 
hash, biscuits, a solid bar of chocolate 
and one of the four cigarettes provided. 
No white tablecloth or red wine (which 


came later), but an adequate repast for 


all that. 


NO SILK SHEETS 


“Supper over and the ‘dishes washed’ 
there wasn’t anything for us to do but 
go to bed. Except for the . . . fact that we 
lacked a bed and blankets. We were 
traveling light and had only our rain- 
coats with us. So we put them on and 
lay down either in or adjacent to our 
slit-trenches, depending upon the power 
of our imaginations. 

“____(censored) The incident over, we 


Duggan at the Front—Being Highlight, 
Of the Modern Life in Olde Normandy 


went back to an attempt at s] 
shivering a little not necessarily fron 
fear but merely because a GI raincoat 
not designed as a blanket any more thy 
a dishrag is. (censored). 

“The word went from foxhole to fg. 
hole that a Panzer division was ¢9 
over the fence, and would annihilate yy; 
few moments later. It sounded entj 
credible — certainly something wid 
sounded terribly efficient was coming oy 
way. Finally, either through fool-harg. 
ness or just ignorance, I squinted off y 
the approaching Behemoth. What wy 
it? Three cows which had apparey 
been frightened silly by all the noig 
overhead. I cursed and went back t 
sleep. One of the other lads, more ge. 
terprising, reported that the cow 
weren’t in a producing stage—he had 
investigated. 

“There wasn’t any need for reveill 
the next morning... ” 








Ohio Horos Again Seek 
Licensing Law 


Delegates from a number of watch 
maker guilds throughout the state of 
Ohio, including Cincinnati guild, gat). 
ered at Columbia recently to launch a. 
other campaign to have the Ohio legish. 
ture pass a watchmakers’ licensing bill 

Similar efforts in recent years all har 
failed but interested persons throughout 
the state feel confident that approvd 
will be given at this term of the Ohis 
General Assembly. 


























JEWELERS CAN BUY. 


$50,000.00 WORTH 
OF UNCLE SAM’S 


WAR BONDS 


WITH THE DIVIDENDS 
THEY WILL GET IN 194 
FROM THE JEWELERS’ 
OWN COMPANY. 


SAVE 40% ON YOUR 
FIRE INSURANCE 
25% ON WIND AND 
EXTENDED COVERAGE 
BY INSURING WITH 


Nome | OO UN ee 
EWELERG 
MUTUAL 


FIRE INSURANCE COMPAN 


JEWELERS INSURANCE BUILDIN 
NEENAH, WISCONSIN 
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“Jyst as industrial preparations for 
war had to be started long before large- 
gale fighting began, so also the indus- 
trial preparations for peace must be be- 

in plenty of time before the fight- 
‘ “Eg 
ee trom Donald M. Nelson, WPB 
chairman, keynotes the plan for limited 
civilian production scheduled to start 
in mid-August. On the 15th of this month, 
WPB promises an order whereby indi- 
vidual manufacturers who have (1) 
equipment and (2) manpower not need- 
ed for the war effort, and where the ma- 
terial is available, can get permission 
through WPB field officers to make ci- 
vilian articles not now allowed, or to ex- 
ceed present limits in the quantities of 
articles whose production is now limited. 


LISTS DIFFER IN PROGRAM 


There have been several lists of what 
consumer goods will get “preferential 
treatment,” and WPB officials pointed 
out that additional products may be 
added, or deletions made, before the 
program goes into effect. 

List No. 1, issued June 21, named 
203 hard-to-buy civilian goods including 
wrist and pocket watches of which 2,- 
375,000 were found needed each quarter 
at a “squeeze” level. Also included were 
cases for imported watch movements, 
with 950,000 shown needed on the same 
basis, and electric and spring wound 
alarm clocks, with 2,750,000 mentioned as 
necessary each quarter. 

A second list, handed out July 13, was 
limited to 124 items, not including any 
of the above items. Flatware, domestic 











electrical supplies, fountain pens, 
mechanical pencils:and typewriters were 
some of the goods of interest to jewelers 
in this program. 


UP TO REGIONAL OFFICES 


The order won’t mean that every man- 
ufacturer making a named item can be- 
gin production immediately. Actual au- 
thorization will come from WPB re- 
gional offices: For example, if fountain 
pens are permitted, a manufacturer with 
adequate material and manpower, and 
no war contracts or contract cut-backs, 
could apply for permission to make 
fountain pens and very likely it would 
be granted. Conversely, a manufacturer 
in a critical labor area most likely would 
be turned down. 

Controlled materials which will be 
available for civilian manufacture under 
the plan will come from two sources: 1. 
Idle and excess stocks. 2. A reserve of 
any controlled material established by 
the WPB Requirements Committee. In 
setting up this reserve, the Committee 
“will take into consideration the re- 
quirements for war production and 
then, after such requirements have been 
met, make other materials available for 
allotment through field offices for civil- 
ian production.” The reserve of con- 
trolled materials, will vary in volume 
from quarter to quarter but may he in- 
creased during quarters if war contract 
terminations allow. 

During the early operation of the 
plan, the new controlled materials re- 
Serve will be small, with respect to 
everything but certain shapes of alumi- 
‘Rum. Some forms and shapes of con- 
trolled materials may not le available 
under any circumstances. ‘\hus during 
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"spot" Authorizations for Wide List of Civilian Goods 
fo Start Soon Under WPB Order of Aug. 15 


the early stages, emphasis will be placed 
on authorizing production of civilian 


types of goods from idle and excess | 


stocks. 

Initial allotments will be small since 
reserves of controlled materials will be 
small. The total amount of. materials 





allotted will be kept within the limits | 


of the reserve established for field au- 
thorizations. If*there should be a con- 


-flict with military or essential civilian 


needs, allotments made will be identified 
by a special symbol and will be defer- 
able. 

All allotments issued by field offices 
will be recorded in Washington and de- 
ducted from central reserve befor ac- 
tual authorization is issued to the man- 
ufacturer, in this way’ guarding against 
over-allotments from the reserve that 
might jeopardize military programs. 





Ornstein Has Silver Anniversary 


David Ornstein, 665 Fifth Ave., New 
York, recently celebrated his 25th year 
at the head of his own firm, but instead 
of celebrating with a party, Mr. Orn- 
stein sent checks to 10 national organi- 
zations, including the Red Cross and 
USO. Before starting his own business 
in 1919 he had already had several years 
experience in the jewelry industry. 





Myron W. Fox, formerly of Fox’s 
jewelry store, Mt. Carmel, Pa., is plan- 
ning to open a new store in Ocean City, 

 F 











BLACK ONYX 


ALL SIZES 


* 


SYNTHETIC 
RUBIES 


ROUND & SQUARE 


* 
MAX SCHUSTER 


10 WEST 47th STREET 
NEW YORK 


BUY MORE WAR BONDS 











STYLED IN HOLLYWOOD FOR 





No. 175X in natural leather of the 


Norwegian Sea Leopard . . . designe 


for campus and sportswear .. . f 
your “back to school” proffietion 
To retail at about $4.00. 










SMART WOMEN EVERYWHERE! 





WARNER PRODUCTS, HOLLYWOOD © 551 FIFTH AVENUE, NEW YORE 
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DIAMONDS 
MELEE 


— All Sizes — 


GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


AMETHYSTS 
TOPAZ 
AQUAMARINES 


AGATES 


Plain or Drilled 





Mail Orders Promptly 
Filled 





Special Attention to 
CUTTING 
DRILLING 


MAX STERN « co. 


Importers 


17-23 John St. New York 








Watchmaker Licensing and ANRJA 


[B. W. Heald, “father of watchmaker 
licensing legislation,” wrote the Wis- 
consin Watchmaker Licensing Act, and, 
as legal adviser to the United Horologi- 
cal Association of America has assisted 
licensing legislation in other states. He 
was president of UHA, 1938-190. later 
headed its executive board, and since 
1936 has been secretary of the Wisconsin 
Watchmakers’ Association.—Ed.} 


Editor, Jewreters’ Crcunar Keystone: 


Many watchmakers were surprised and 
displeased upon learning that the presi- 
dent of ANRJA, addressing conventions 
of state jewelers’ associations, warned 
against watchmaker licensing. 

It was difficult for me to understand 
how ANRJA could decide to oppose 
licensing without first making a full 
investigation of the success or failure of 
such legislation in the states where it is 
now in effect. To my knowledge the 
state jewelers associations in such states 
are supporting the licensing. program. 

Investigation discloses that the . presi- 
dent was actually opposing the recom- 
mendations of his own association and 
that the studied opinion of ANRJA 
supports licensing. In 1937 and 1938, the 
national conventions of ANRJA passed 
resolutions approving watchmaker licens- 
ing. In 1939 at the national convention, 
the following resolution was passed by 
ANRJA: 

“Resolved that the American National 
Retail Jewelers Association does whole- 
heartedly approve and endorse the trend 
towards the enactment ‘of legislation 
registering or licensing watchmakers, 
similar to that in force in the state of 
Wisconsin. 

“That we respectfully recommend to 
all associations and organizations of 
jewelers in all the various states of the 
Union that they exert their influence to 
obtain similar legislation in their respec- 
tive states and to assist watchmakers in 
the attainment of this end.” 

The records of ANRJA do not show 
any reversal of this endorsement and I 
understand from other officers that the 
president is expressing his own personal 
opinion and not that of the association. 
Also that he is opposed to any and all 
regulation, actively urging the repeal of 
Regulation W and all governmental 
regulations. It is not clear whether this 
opposition extends to the Federal Con- 
stitution, the Bill of Rights and possibly 
the Ten Commandments. 

Even though the president makes 
known the fact that he is expressing his 
own opinion, the fact remains that in 
appearing before state associations of 
jewelers, he is introduced as president of 
ANRJA and represents the national 
association. In accepting the honor of 
the office of president, he also assumed 
certain responsibilities and obligations. 
Among these is the restriction on his 
expression of his personal opinion be- 
fore associations in the trade, if such 
opinion is contrary to the official de- 
termination of the national association. 

It is very apparent that serious, pos- 
sibly irreparable damage has been done 
to the program of watchmaker licensing 
and that this damage has been done in 
the name of ANRJA. As a member of 








ee 





that association, I protest the misuse 


TO THE EDITOR .....- , 
a 





of the office of president. 

Might I invite ANRJA to study More 
fully the licensing of watchmakers, thy 
accrediting of watchmaker trade schooj 
and the entire program for the advange. 
ment of the trade and raising of stang. 
ards to be benefit of all persons legit. 
mately engaged in the retail jewelry hug. 
ness. 

B. W. Heay 
Milwaukee, Wisc. 





Wholesale Activity Slightly Up in 
May; Inventories Down by 4 Per Cen) 


Wholesale jewelers’ sales for the firs 
five months of this year topped the samp 
period of last year by 5 per cent 
though May was only 1 per cent ahead 
of May, 1943. 

East North Central jobbers were th 
ones whose volume dropped during May, 
while wholesalers in other sections ep. 
joyed a betterment. A decline of 16 
cent below May, 1943, was noted in the 
East North Central. On the other hané, 
jewelry jobbers in the Middle Atlantic 
states sold 23 per cent larger dollar yol. 
ume, and those in the South Atlantip 
upped their sales by 15 per cent. 

Wholesalers’ inventories, at the end 
of May, were down 4 per cent below th 
same date of last year, and down | per 
cent from the end of April. 





R. A. Dahle will open a store iy 
Watertown, S. D., in the near future 
























































Earrings in various patterns in 14 KT 

Green and Red Gold 

St. Christopher Key—14 Kt in three 

sizes; also Bill Clips, Charms and 

Links to match 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes; Ear- 

rings, Cuff Links and Studs to mate 
Our comprehenstve line of . 
Gold, Platinum and Enam- 
eled Novelties, tnecludin 
Vanity, Cigarette and Ca 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Ine. | 
. Manufacturers 
64 West 48th Street 
New York 
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eystone Jewelry & Mfg. Co. has 
a factory and offices to 101 
Maiden Lane. 

About 18 Utica jewelry stores closed 
and] Yonday, July 38, to give their employees 
egiti- 4 long July 4 weekend. 

Gordon Bros., Boston, has purchased 
. stock of the estate of Robert Corn, 
eat 931 Columbia St., Brooklyn. 

The Colonial Mfg. Co., Inc., 74 W. 
ith St. closed June 29 to July 10 to 
in} give all its employees a vacation. 

‘en | {Members of NYJBA met Tuesday, 

uly 18, in the Proctor Lodge building 
first] for a brief business session and an eve- 
ames ning of cards. 

4 Two stones cut from the Jonker dia- 
ead mond were displayed last month at the 
the Rudolph Bros., Inc., store at 361 S. 

Salina St., Syracuse. 
ep.) 4 Arthur C. McGie, representative of 

Pitman & Keeler, Inc., and Atlantic 
Novelty Jewelry Co., has moved to new 
offices at 15 Maiden Lane. 
ite} 4 Dave Weinberg, sales representative, 
lf is now associated with Arnstein Bros. 
tk? & Co. 608 Fifth Ave., and will cover 
New York, New England, and the Mid- 
nd_ west. 
the} ¢ Twenty-four Karat Clubbers had no 
ti outing this year. The annual affair was 
scheduled for June 27, but was called 
off because of the small number of 
reservations. 

4 Harry Ackerman, formerly a sales- 
man with the Morris C. White jewelry 
=f store, Poughkeepsie, is now with Her- 
bert’s,s The Home of Blue White Dia- 








monds, Inc., 168 W. 125th St., New 
York. 
q Isadore Friedman, president of Fried- 
man Gem Co., Inc., 71 Nassau St., while 
on a business trip to Chicago late in 
June attended the closing session of the 
Republican National Convention and 
helped applaud the acceptance speech 
of Candidate Tom Dewey. 
q Leonard Kaye, for two years buyer 
with the Hecht Co., Baltimore, depart- 
ment store has opened a costume jewelry 
store at 2399 Grand Concourse, Bronx. 
Mr. Kaye will feature items from $1 to 
$100. The store is decorated in pink, 
turquoise and black. Name of the firm 
is Leonard Kaye, Stylist of Fashion 
Jewelry. Mr. Leonard has also been 
with with Finlay Straus, Inc. 
4 Simson Bros. Refining Corp., 50 Colum- 
bia, St., Newark, has had its gold quota 
cut to 50 per cent for a year for vio- 
lating provisions of L-45, the War Pro- 
duction Board has announced. WPB 
said the company used more than 4000 
ounces of gold over its quota in the 
period beginning April 15 to Dec. 31, 
1948. The restriction became effective 
= 8 and will end June 30, 1945, WPB 
Said, 
4 The jewelry division of the specialties 
group of the Greater New York Fund 
chalked up $28,160 to the fund’s credit 
in the recent drive—the largest amount 
turned in by any unit of the Specialties 
group. Heading the division were Ralph 
Lazrus, Benrus Watch Co., and Aaron 
Sverdlik, Robinson & Sverdlik. The cos- 
tume jewelry division, headed by Gerald 
osenberger and Jerome Oppenheimer, 
of Coro, Inc., turned in $699. 
4 Four New York and New Jersey 
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metals, jewelry and optical supplies con- 
cerns recently agreed to pay 149 em- 
ployees a total of $1849.65 for back 
wages and overtime due them under the 
Wages and Hours law. The companies, 
which agreed to the payments volun- 
tarily, are: H. Etenzon, 125 Canal St.; 
Mandel Bead Co., 15 W. 37th St.; Sam 
Deutsch, 1650 Broadway; all of New 
York. In New Jersey, the Lightolier Co., 
Inc., 346 Claremont Ave., Jersey City. 

q Leif Bros., ring manufacturers at 2 
W. 44th St., has announced that Leopold 
M. Rosenbaum will represent the firm 
on the Pacific coast. Mr. Rosenbaum, 
who is widely known on the coast, will 
cover Washington, Oregon and Alaska. 
His headquarters will be at 630 N. E. 
28rd <Ave., Portland, Ore. Louis Y. 
Sacks, Leif Bros. representative in the 
South, will show the firm’s complete line 
in the company’s W. 44th St. showroom 
Aug. 14 through 28. <A. Rolnick and 
H. Eide, New York representatives, will 
have charge of Leif Bros. exhibit in 
booth 72 at the ANRJA convention. 





Beware of New Watch Repair Racket 
And Be on the Lookout for These Men 


There’s a new racket going the rounds, 
so watch out it doesn’t happen to you! 

In New York a man who goes by the 
name of M. Wayne Johnson has vic- 
timized four stores during the past 
few months. Here’s his method. He 
goes to a jewelry store and says he 
is an expert watch repairer, and will 
take repair work to do at home. Each 
of the four stores in New York gave him 
inexpensive watches at first—he took 
them home, repaired them, and brought 
them back. In each case he did his work 
faithfully for a week or two. Then, 
when he had established himself suf- 
ficiently to be given expensive diamond- 
set watches, he took a large number of 
costly watches to repair and never 
showed up again. 

This man is tall—about 6 ft. 1 in— 
slender, with slightly stooped shoulders. 
He has light hair and speaks with a 
drawl. He is about 29 years of age, 
has a wife and a little girl about 4 
years old. 

In Peoria, Ill, a man who goes by 
the name of W. Roberts has been follow- 
ing the same practice. He has been rep- 
resenting himself as a discharged para- 
trooper who has been injured in the 
service. He is a dark man, with nar- 
row dark eyes, smooth dark brown hair, 
and an olive complexion. He is about 
30 or 32 years old, 5 ft. 10% in. tall, 
weighing about 140 pounds. Accompany- 
ing him is a boy around 19 or 20, about 
5 ft. 8 in. tall, weighing 135 pounds, 
and having the appearance of a farm 
boy. 

Anyone locating Johnson has been 
asked to notify the New York police. 
Anyone knowing the location of Roberts 
has been asked to notify police in 
Peoria, Ill.—there is a $200 reward for 
information leading to his arrest. 





Leonard Hover Co., manufacturer of 
costume jewelry, has moved to larger 
quarters over the famous Ciro restaurant 
at 8433 Sunset Blvd., Los Angeles. 








BEAD SPECIALIST 


All kinds of Genuine Stone Bead Necklaces 
Earrings — Semi Precious Stones 


Selections on request to responsible Jewelers 
Necklaces lengthened and restrung 


DOUBRAVA CO. 
12 John St., New York City 











FRIEDMAN GEM CO., INC. 


LARGE FINE 
TOPAZ 
AMETHYST 


STAR SAPPHIRES 
ZIRCONS “rs — 
CULTURED PEARL NECKLACES 
71-73 Nassau St., New York City 


and Blue, Fa 








SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 
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WATCH 








DIAMONDS ALL SIZES 


single-cut from % to 4 pointers, 
swiss-cut and full cut from 5 to 10 
pointers, finest pol- 
ishing from Pales- 
tine. Also sizes from 
10 pointers to 4 carats 
each. For prices please 
phone LOngacre 5-3672, or write 


H. SORIN, 576 Sth Ave., N. Y.19, N.Y. 








“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


ar 











ENCRUSTERS 


STONE RINGS ENGRAVED 
@ DRILLERS 
@ GEM CUTTERS 


e@ CRESTS 
@ COATS-OF-ARMS 
@ SCHOOL AND FRATERNAL EMBLEMS 


Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 








ETERNA WATCH COMPANY 
OF AMERICA, INC. 


MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 








Telephone BRyant 9-8660-8689 
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To be the best 
selling Window in; 
town, if my boss 2 
will only buy ED. FREED’S 
amazing Monthly Display 
Service... Order it today! 


duin freed 










A Wedding Ring for 


your Romantic Clientele 





Pat. No. 114317 


ee mn , ive Ee 
AKA AE 
te re” ea Ae ey’ A es 
Carved with the three words 
| LOVE YOU 


Made in 18 Kt Yellow Gold 
Keystone Price $30.00 


Special Order Work Upon Request 


B. PEREIRA, INC. 
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COLD ORE PEARLS 


*, JACK J. FELSENFELD 


° 
** 8 eee meee 








1233 SIXTH AVENUE 
NEW YORK, 19, N.Y 
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22 West 48th St. New York, N. Y. 





Rich Costume JEWELRY 


Executed in beautiful designs 
in Sterling Silver, with an 
exceptionally Fine Gold Finish. 


Showroom: 366—5th Ave., New York 
JOSEPH A. RICH 


Manufacturing Jeweler 
198 Broadway New York, N. Y. 











® 


PEARLS 


Nearest to Genuine 


Costume Jewelry 
a 
EARRINGS 
WATCHES 


(@lat-vatiel | 


Peorl Replicas 


BETTY STRAHL 


385 Fifth Ave. « NEW YORK e MU. 5-5519 
SHOWROOM HOURS: 1:30 to 5:30 P. M. 








Taking cognizance of the increasing 
importance of the problem of returning 
veterans entering the labor market, Se- 
lective Service headquarters has issued 
@ memorandum outlining the rights of 
returned servicemen and the obligations 
of industry in regard to reinstating 
veterans in their former jobs. 

The responsibility for aiding veterans 
in securing their old positions is put on 
the local draft boards. Upon being dis- 
charged veterans are informed of their 
right to call on local boards for assist- 
ance. 


ENTITLED TO OLD JOB 

A veteran is entitled by law which has 
been upheld by the Federal District 
Courts, to reinstatement in his former 
position or to a position of like seniority, 
status and pay: 

1. If his position was not temporary. 

2. If he entered military service sub- 
sequent to May 1, 1940. 

3. If he is still qualified to perform 
the duties of such position. A veteran 
seeking his job cannot be asked to meet 
higher standards than existed when he 
left. 

4. If he makes application for re- 
employment within 40 days after his 
separation from service. This is manda- 
tory and the 40-day period cannot be 
extended for any reason. The first daty 
of local boards is to inform the return- 
ing veteran of this provision. 


AND NO DELAY 

Employers must rehire veterans with- 
out unnecessary delay and an employer 
is legally bound to take back returning 
veterans unless circumstances have 
changed to make it “unreasonable or 
impossible” to do so. Selective Service 
maintains and has been upheld by the 
courts that “convenient” must be dis- 
tinguished from “unreasonable or im- 
possible.” 

Veterans who are restored to positions 


must be considered as having been on 
furlough or leave of absence during 
their period of service; must not lose 
any seniority; are entitled to participate 
in insurance or other benefits offered 
by employers pursuant to established 
rules relating to employes on leave of 
absence; and they shall not discharge 
without cause within one year after 
restoration. 


UP TO LOCAL BOARD 


If a veteran cannot reach an agree- 


ment with his old employer, local boards 
are required to do everything in their 
power to reach an amicable adjustment 
and may call on any local agencies for 
assistance. However, local boards may 
not institute any legal action, but must 
refer cases, where an agreement cannot 
be reached, to the state director, who 
will refer the case to the Director of 
Selective Service for legal action. 


MAY GET BACK PAY 


A veteran may also file suit in the 


United States District Court if an agree- 
ment cannot be reached. He may 
ploy his own attorney or the United 
States attorney will handle the case, 
without cost to the veteran, provided 
he is satisfied that the veteran’s claim 
is just. A veteran may also recover back 
pay, by legal action, if his reinstate- 
ment was unnecessarily delayed. 


em- 


Facts Every Businessman Should Know—You Have Ce 
Legal Obligations Toward Your Employees in the Seryjg, 


Selective Service holds that the 
eran has a legal right to accept g oy 
settlement in lieu of his old job, therehy 
relinquishing reemployment claims, 

Another ruling would prohibit § 
closed shop or maintenance of m 
ship agreement from applying to » 
turning veterans.. According to the & 
lective Service official interpretation, 4 
an employer has entered into 
ments, which did not exist at the 
of the veteran’s separation, the veterg 
cannot be deprived of his reempl 
rights because of such agreements, 
is entitled to his old job even though, 
non-veteran with greater seniority yj 
have to be discharged. 








AGS Announces Officers and 
Members of Its International 
Committee 


Officers and members of the Inter 
tional Committee, governing body of th 
American Gen Society, have been » 
nounced as follows: 

Chairman, Kenneth I. Van Cott, R,j 
Binghamton; vice-chairman, Nolte ¢ 
Ament, C.G., Geiger & Ament, Louy 
ville; secretary, William H. Schwanig 
R.J., Schwanke-Kasten Co., Milwaukee: 
assistant secretary, Kenneth G. Mapp, 
C.G., F.G.A., Mappin’s, Ltd., Montreal; 
Lovell Baker, C.G., Henry Birks & Som 
Montreal; Robert H. Bromberg, RJ, 
Birmingham; Edward F. Herschei 
C.G., Frank Herschede Co., Cincinnati, 

George Carter Jessop, R.J., Sa 
Diego; Orlando S. Paddock, C.G., Fre 
Cooper Co., Philadelphia; H. V. Pani 
C.G., Wiss Sons, Inc., Newark; C. J, 
Peacock III, C.G., C. D. Peacock, Int, 
Chicago, William Preston, R.J., F, j, 
Preston & Son, Inc., Burlington, Vt; 
W. Waters Schwab, J. R. Wood & Sons 
New York City. 

Members ex-officio: John S. Kennan, 
C.G., Kennard & Company, Boston; 
tiring chairman International Comm 
tee; Leo J. Vogt, C.G., Hess & Culb 
son Jewelery Co., St. Louis, chairm 
GIA board of governors; William @ 
Theis, R.J., Webb C. Ball Co., Cleveland, 
editor of Guilds. 










































Miss Dorothy Salmenson, daughter @ 
Abe. Salmenson, retail jeweler of Gretl 
Falls, Mont., and associated with } 
father in the business for the past eight 
years, was married recently to § 
Barer, Great Falls attorney. 














Back the Attack—sell War Bonds! 
























Spring Bars 
Male and Female 


American Set Jewels 


Elgin—Hamilton—Waltham 
IIlinois 










Sold wholesale only—write f 
prices and further information. 


CROWN IMPORTING CO, 


116 Nassau St. New York 7, N. 










THE JEWELERS’ CIRCULAR-KEYSTONE 
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¢ Jack Nathan, formerly with Abe M. 
Breines, Cincinnati retail jeweler, is 
now in the South Pacific war theatre. 

¢ Prt. Jerome M. Margulis writes that 
he'd like to visit with any members of 
the jewelry trade who might be passing 
his way. Private Margulis, who owns 
, retail jewelry store in Portland, Ore., 
js a purchasing agent with the Material 
Command at Wright Field, Dayton, Ohio, 
where he has been stationed for the 
past 18 months. 

Sgt. William H. Altman, son of 
Adolph Altman, retail jeweler of Can- 
ton, Ohio, has been commended by Lt. 
Gen. Carl A. Spaatz—Sergeant Altman 
works on delicate aircraft instruments 
at an Air Service Command depot in 
England at which production recently 
increased more than 100 per cent. 

qA rather unusual record of. service 
in the armed forces is that of the twin 
sons of Michael Ballen, wholesale jew- 
eler, who has been in business for 80 
years at 728 Sansom St., Philadelphia. 
Identical twins, Irving and Fred Ballen 
are 26 years old and have had nearly 
identical careers. They entered Syracuse 
University together, graduated together 
and went on to Yale Law School, from 
which they received their degrees to- 
gether. They entered Columbia Univer- 
sity’s naval training school together and 
in December, 1942, were commissioned 
ensigns. Both were assigned to duty 
in the Pacific and have been on active 
duty there (although not assigned to 
the same branches of service) ever since. 
Both have since then received commis- 
sions as lieutenants, junior grade. 

q Sgt. Samuel Kressen, salesman for 
seven years for Samuel Lashof & Co., 
700 Sansom St., Philadelphia was home 
on furlough recently. For Sgt. Kressen, 
who is in the mechanized cavalry at 
Camp Riley, Kan., it was his first visit 
home since he entered the Army two 
years ago. 

qist Lt. Hilding L. Jacobson, Jr., 
Omaha, Neb., has been awarded the 
air medal for “meritorious achievement 
while participating in sustained opera- 
tional flight missions in the Southwest 
Pacific area.” 

q Lt. James A. Andrews, pilot of a 
Liberator in the European area, now 
has his third oak leaf cluster. He was 
cited for “meritorious achievement” in 
action. Lieutenant Andrews is a former 
employee of the Gruen Watch Co. 
q Maury Gerwe, of the Gerwe-Brown 
Co., Cincinnati, has been transferred to 
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GEORGE T. MANNING 
22 WEST 48th STREET 


NEW YORK 
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Camp Murphy in Florida. He has been 
in the Army for three years. 

q Lt. Stanley Spatz who was with the firm 
of Robinson & Sverdlik, 610 Fifth Ave., 
New York, before joining the Air Force, 


LT. STANLEY SPATZ 
wins gold bars 





has graduated as a Navigator and 
Bombardier at Salma Field, La. Lieu- 
tenant Spatz is the nephew of Aaron 
Sverdlik of Robinson & Sverdlik. 

q S/Sgt. Robert Hildebrand, former em- 
ployee of the ‘Wadsworth Watch Co., 
Dayton, Ky., has been reported missing 
in action. His Flying Fortress failed to 
return from its 22nd mission over Ger- 
many. A tail gunner, Sergeant Hilde- 
brand had shot down four enemy planes 
on previous missions. 





Next Year's Business Pattern 
To Be Subject of Studies 
By the U. S. Census Bureau 


Reliable statistics about industry, in- 
cluding jewelry, are badly out of date. 
Latest authentic information deals with 
1939, date of the last Business Census, 
and the Government has published a 
series of tall, fat, blue-covered volumes 
for that year, headed “Retail Trade,” 
“Wholesale Trade,” “Service Establish- 
ments,” “Distribution of Manufacturers’ 
Sales,” etc. 

But last month the Commerce De- 
partment revealed plans for a new pic- 
ture of America’s business life, as altered 
by the impact of war. In 1946, the De- 
partment will conduct another Census of 
Business, covering 1945 activities, in- 
cluding wholesale and retail trade, ser- 
vices and construction. 

In addition, the Government will 
resume the biennial Census of Manu- 
facturers, which likewise has not been 
made since 1939. The censuses scheduled 
for 1941 and 1948 were cancelled so 
that the Bureau of the Census could 
give more attention to war work. 

Current statistics on foreign trade will 
be made available “as rapidly as con- 
sistent with military security.” 





CELEBRATES 70TH BIRTHDAY 


Employees of the three Pittsburgh 
stores of Joseph DeRoy & Sons cele- 
brated the 70th birthday of Al. J. De- 
Roy, senior member of the firm, with 
a dinner and reception in his honor. 
The affair was held at Concordia club, 
July 11, with more than 100 guests at- 
tending. 





Say: “How about tacking a War 
Bond on your bill?” 





OFFICES 
347 Sin AVE., NEW YORK, N. Y. 
105 CHESTNUT ST., NEWARK, N. J. 
CHICAGO + LOS ANGELES + SAN FRANCISCO 









Educa Freed 


He's your man to see if 
you want the most attrac- 
tive Windows in town. 
| know from experience. 


1233 SIXTH AVENU 
NEW YORK, I9 N 
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Sold Ne 
in widths 

from 2'm.m. \” 
to 7 m.m. a 
in Pink and 
Yellow Gold. 
10K. 14K. 


NIASH 


REFINING CO., INC. 
116 Nassau St., N.Y.C. 























REPAIRING of JEWELRY 


IN ALL ITS BRANCHES 
Also 


SPECIAL ORDER WORK 
ESTABLISHED 1910 


M. J. STERN 
61 Beekman St. 





New York City 











“Hine Enaliah” 
SILVER 






@ leading silver houses. 
Write for free sample 
WONDER CHEMICAL CO. 
545 Third Ave. N. 


POLISH 


Tested and approved by 
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GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 





GRAFNER BROS. 











Ever since the 
boss started 
using ED. FREED’S Window 
Display Service, us Diamonds 
are selling like hot cakes. 





1233 SIXTH AVENUE 


Educa ye, NEW YORK, 19, N.Y, 

















J. A. SAMUEL & CO. 


220 BROADWAY NEW YORK 


PALLADIUM 














PeaRL & BeEap STRINGING 
24 Hour Service 
Genuine & Cultured Pearl Necklaces 
our Specialty: 
A Trial Will Convince You 
AMERICAN Bead & Novetty Co. 
71 Nassau St. New York 7, N. Y. 














IMMEDIATE DELIVERY 
(WATCHES sedies & Goats 7-15-17 dowels 
Also Gents {0% Ligne Wrist Watches with 
Sweephand. Gents 7-15-17 Jewel Waterproof with 


and without Sweephand. Ladies Gold and Gold 
Filled Fob Watches, 7-15-17 Jewels. 


LOUIS VAN ZATSMAN 








7 West 44th St., New York 18, N. Y. 
A. Phone: MU. 2-9883, MU. 2-9461. 














RCH CROWN TAGS 


CELLULOID—METAL—PARCHMENT 


Send for Catalog Miustrating 
Our New Improved Line 


18 Crawferd St. Newark. N. J. 


STRANGELY ENOUGH 








SMALLEST PAGEL In 


IN THE 


RLD /!... LESS THAN 7% OF AN 
INCH IN DIAMETER, IT HAS ‘75 PARTS=-- 
REQUIRED THREE YEARS TO MAKE -- 
AND KEEPS EXCELLENT TIME .... 
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BELONGING To BIDU SAYAO «++ 
FAMEO BRAZILIAN SOPRANO ++ 


WAS ONE OF THE 
WORLD'S GREATEST : 
COLLECTORS OF PRECIOUS 

STONES ?!...HE HAD ..% 
NO LESS THAN SIM 
DIFFERENT AND VAST bin 
COLLECTIONS OF RARE GEMS?!!. 
THEY WERE KEPT ON DISPLAY ( 
IN THE TEMPLE OF VENUS 
GENETRIX IN CAESAR'S FORUM... 
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LT v WAS A PRECIOUS COMMODITY 1M 
THE 16th CENTURY---AND SO SALT SHAKERS WERE 
PRIZED POSSESSIONS !!...THEY WERE ENORMOUS 
IN SIZE (A FOOT OR MORE IN HEIGHT ) ---WERE 
OFTEN MADE OF GOLD AND INLAID WITH THE 
COSTLIEST OF GEMS if 
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The future mining policy at Kimberley 
will be to keep at least one mine work- 
ing through good and bad times alike, 
said Sir Ernest Oppenheimer, presiding 
at the annual meeting of DeBeers Con- 
solidated Mines at Johannesburg, May 
26. 

Intention was shown to reopen the Pre- 
mier and probably the New Jagersfon- 
tein mines after the war. 

Reviewing mining and washing opera- 
tions, Sir Ernest said that the deposit 
at Kleinzee would be worked without in- 
terruption till exhaustion, and noted that 
a second mining and washing shift has 
been worked at Dutoitspan. 

“A very gratifying result of the vol- 
ume of sales was the great inroad made 
on the accumulated stocks of the Dia- 
mond Corp.,” said a Reuters dispatch. 
“As sales were continuing on the same 
level, that stock, with the exception of 
two classes of goods, was approaching 
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exhaustion. One class was the Corpora- 
tion’s contribution to an industrial dia- 





At Least One Diamond Mine to Operate in Kimberley 


During Good or Bad Times, Sir Ernest Oppenheimer Says 


mond reserve created jointly with other 
producers at the request of the British 
and United States Governments. Th 
other class, comprising what were knowl 
in the trade as ‘Antwerp qualities, a 
present unsaleable, constituted a most 
useful stock for assisting in due cours 
to resuscitate the Continental cutting it 
dustry. As stated previously, it was th 
firm intention to give their Belgial 
friends every assistance. The Belgiai 
cutting industry did not compete in be 
way with the South African indust 
which naturally had the full support 
South African producers. The stotk 
position was actually sounder than hif 
remarks so far indicated as all pre 
ducers in the Union, including the Gor 
ernment and the Consolidated Company 
had likewise substantially reduced 
stocks, and non-Union producer’s stock# 
weré not greater than they required 
meet their contractual engagements amt 
provision for industrial diamond 
serve.” 
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¢ The Schick Shaver Store, formerly lo- 
cated at 912 Chestnut St., has moved 
to Rooms 2640-47 in the PSFS building 
at 12 S. 12th St. 


Ben Schector, of A. Zlotnick & Co., 
795 Sansom St., has had good luck with 
his fishing this summer. On one trip to 
Barnegat, N. J., he caught 85 flounders. 


¢ Joseph De Chiara has returned to his 
with Aisenstein & Gordon, 712 San- 
jom St. after spending a honzymoon 
with his bride, the former Angeline 
Brancato, at Atlantic City, N. J. 


4 Morris Feinstein, 113-115 S. 8th St. 
went to Ocean City, Md, for a 
few days vacation after the open- 
ing of his new store, to relax in the 
sun, with the result that he was con- 
fined to his home for nearly two weeks 
with a severe case of sunburn poisoning. 


4 Miss Elaine Saitz, of the House of 
Milner, 728 Sansom St., was married to 

Albert Pastnernack on June 25 at 
the Ritz-Carlton Hotel. After a three- 
week honeymoon in Atlantic City, N. J., 
Mrs. Pasternack has returned to her job 
as bookkeeper for the House of Milner. 
Sgt. Pasternack is stationed at Carson 
Field, Col. 


q Samuel Leiberman recently made his 
first trip in 19 years back to Philadel- 

a. Before he went into the jewelry 

iness in 1925 in Los Angeles, Calif., 
Mr. Lieberman was a member of the 
firm of Lashof & Leiberman, then lo- 
cated at 7183 Sansom St. He is the 
uncle of Samuel Lashof whose firm is 
at 700 Sansom St. 


q The diamond cutting firm of Schwartz 
& Colgan, 704 Sansom St., had an un- 
expected caller drop in on them one 
day recenty. Samuel Weiss, jeweler lo- 
cated next door at 706 Sansom St., 
went to the roof of his store to close 
the skylight. While on the roof, his foot 
slipped and he plunged through the sky- 
light of the store occupied by Schwartz 
& Colgan. Mr. Weiss suffered a frac- 
tured arm. 













































qA five block sprint for a man of 77 
is quite a feat, but Charles H. Hambly, 
jeweler at 1420 Chestnut St. did it. He 
was chasing three young boys who had 
stolen a tray of wedding rings when 
he turned his back to get a tray of 
men’s rings which they asked to see. 
“Maybe it’s just as well I didn’t over- 
take them,” said Mr. Hambly after the 
chase, “they were pretty hard-looking 








Don’t you dare come 
=, © back home until you 
buy that new Window 
Display from ED. FREED. He's at 49th 
& 6th Ave., right opp. Rockefeller Center. 


Edita Freed i223," ENE 
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boys.” The boys escaped with the loot, 
valued at $525. 


q S. Kind & Sons, Chestnut St. at Broad, 
on June 23 gave its annual dinner and 
night baseball game party for those on 
its Patek Philippe honor roll. Each year 
S. Kind & Sons, which has the Phila- 
delphia agency for Patek-Philippe 
watches, treats its salesmen who have 
made the honor roll in sales of Patek- 
Philippe watches to a dinner and a base- 
ball game. This year 16 salesmen on 
the honor roll were entertained for cock- 
tails and dinner at Kugler’s restaurant 
and attended the night game between 
the Athletics and the New York 
Yankees. 


q Herbert Cozen, of the House of Milner, 
728 Sansom St., spent a week’s vacation 
at a camp in the Poconos the latter part 
of July. Two former employes of the 
House of Milner, returned to Philadel- 
hia on visits last month. Mrs. Milton 

ox, formerly Elizabeth Nusem, book- 
keeper with the firm who has been with 
her air-cadet husband at Raleigh, N. C., 
was in Philadelphia following his trans- 
fer to Bainbridge, Md. The former 
Elvira Prom, until recently Joseph Mil- 
ner’s secretary and now Mrs. Austin 
Sukol, visited the firm on a trip from 
New Mexico. 








What's New... 


If you’ve moved your store to a new 
location, opened a branch store, re- 
modeled and installed new fixtures, 
celebrated your golden anniversary in 
the jewelry business—or joined the 
Army—we’d like to hear about it. 

Jewerers’ Circutar-Kerystone wants 
news from you and about you—it’s your 
magazine! So if you have some news 
about yourself and your business, send 
it to: JeweLers’ Crrcutar-Keystone, 100 
E. 42nd St., New York 17, N. Y. 








JOS. B. BECHTEL & CO., INC. 
729 Sansom Street 
PHILADELPHIA, PA. 


WHOLESALE JEWELERS 


WATCHMAKER’S & JEWELER’S 
SUPPLIES 


We have served the trade 
since November I, 1894 

















BELMAR CREATIONS 
Watches & Jewelry 
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1015 Chestnut St. 
22 West 48th St. 
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Manutecturer of Distinctive Diamond 
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NACJ Members Vote on Increasing 
Board of Directors to 24 Men 


* The National Association of Credit 
Jewelers last month balloted its mem- 
bers on amending its constitution and 
by-laws to increase the board of direc- 
tors from 15 to 24 members. Reason for 
the increase is to get a better regional 
representation on the board, with a 
director in every section of the country, 
NACJ said. 

All of the ballots have not been re- 
turned, but “the response to the vote is 
the largest return on any matter that 
has ever been submitted to NACJ’s 
membership,” said William Wagner, 
executive secretary. 

The first of NACJ’s regional meetings, 
which will be held throughout the coun- 
try during the coming months, will prob- 
ably be held in New York sometime late 
this month. 





Say: “How about tacking a War 
Bond on your bill?” 
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At Least One Diamond Mine to Operate in Kimberley 
Sir Ernest Oppenheimer Says 


During Good or Bad Times, 


The future mining policy at Kimberley 
will be to keep at least one mine work- 
ing through good and bad times alike, 
said Sir Ernest Oppenheimer, presiding 
at the annual meeting of DeBeers Con- 
solidated Mines at Johannesburg, May 
26. 

Intention was shown to reopen the Pre- 
mier and probably the New Jagersfon- 
tein mines after the war. 

Reviewing mining and washing opera- 
tions, Sir Ernest said that the deposit 
at Kleinzee would be worked without in- 
terruption till exhaustion, and noted that 
a second mining and washing shift has 
been worked at Dutoitspan. 

“A very gratifying result of the vol- 
ume of sales was the great inroad made 
on the accumulated stocks of the Dia- 
mond Corp.,” said a Reuters dispatch. 

“As sales were continuing on the same 
level, that stock, with the exception of 
two classes of goods, was approaching 
exhaustion. One class was the Corpora- 
tion’s contribution to an industrial dia- 












mond reserve created jointly with other 
producers at the request of the British 
and United States Governments. The 
other class, comprising what were known 
in the trade as ‘Antwerp. qualities,’ at 
present unsaleable, constituted a most 
useful stock for assisting in due course 
to resuscitate the Continental cutting in- 
dustry. As stated previously, it was the 
firm intention to give their Belgian 
friends every assistance. The Belgian 
cutting industry did not compete in any 
way with the South African industry, 
which naturally had the full support of 
South African producers. The stock 
position was actually sounder than his 
remarks so far indicated as all pro 
ducers in the Union, including the Gov- 
ernment and the Consolidated Company; 
had likewise substantially reduced th 

stocks, and non-Union producer’s stocks 
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¢ The Schick Shaver Store, formerly lo- 
tated at 912 Chestnut St., has moved 
to Rooms 2640-47 in the PSFS building 
at 12 S. 12th St. 


¢ Ben Schector, of A. Zlotnick & Co., 
725 Sansom St., has had good luck with 
his fishing this summer. On one trip to 
Barnegat, N. J., he caught 35 flounders. 


Joseph De Chiara has returned to his 
‘ah with Aisenstein & Gordon, 712 San- 
jom St. after spending a honeymoon 
with his bride, the former Angeline 
Brancato, at Atlantic City, N. J. 


Morris Feinstein, 113-115 S. 8th St., 
went to Ocean City, Md. for a 
few days vacation after the open- 
ing of his new store, to relax in the 
sun, with the result that he was con- 
fined to his home for nearly two weeks 
with a severe case of sunburn poisoning. 


4 Miss Elaine Saitz, of the House of 
Milner, 728 Sansom St., was married to 

Albert Pastnernack on June 25 at 
the Ritz-Carlton Hotel. After a three- 
week honeymoon in Atlantic City, N. J., 
Mrs. Pasternack has returned to her job 
as bookkeeper for the House of Milner. 
Sgt. Pasternack is stationed at Carson 
Field, Col. 


q Samuel Leiberman recently made his 
first trip in 19 years back to Philadel- 

a. Before he went into the jewelry 

iness in 1925 in Los Angeles, Calif., 
Mr. Lieberman was a member of the 
firm of Lashof & Leiberman, then lo- 
cated at 7138 Sansom St. He is the 
uncle of Samuel Lashof whose firm is 
at 700 Sansom St. 


q The diamond cutting firm of Schwartz 
& Colgan, 704 Sansom St., had an un- 
expected caller drop in on them one 
day recenty. Samuel Weiss, jeweler lo- 
cated next door at 706 Sansom St., 
went to the roof of his store to close 
the skylight. While on the roof, his foot 
slipped and he plunged through the sky- 
light of the store occupied by Schwartz 
& Colgan. Mr. Weiss suffered a frac- 
tured arm. 


qA five block sprint for a man of 177 
is quite a feat, but Charles H. Hambly, 
jeweler at 1420 Chestnut St. did it. He 
was chasing three young boys who had 
stolen a tray of wedding rings when 
he turned his back to get a tray of 
men’s rings which they asked to see. 
“Maybe it’s just as well I didn’t over- 
take them,” said Mr. Hambly after the 
chase, “they were pretty hard-looking 
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boys.” The boys escaped with the loot, 
valued at $525. 


q S. Kind & Sons, Chestnut St. at Broad, 
on June 23 gave its annual dinner and 
night baseball game party for those on 
its Patek Philippe honor roll. Each year 
S. Kind & Sons, which has the Phila- 


delphia agency for Patek-Philippe 
watches, treats its salesmen who have 
made the honor roll in sales of Patek- 
Philippe watches to a dinner and a base- 
ball game. This year 16 salesmen on 
the honor roll were entertained for cock- 
tails and dinner at Kugler’s restaurant 
and attended the night game between 
the Athletics and the New York 
Yankees. 


q Herbert Cozen, of the House of Milner, 
728 Sansom St., spent a week’s vacation 
at a camp in the Poconos the latter part 
of July. Two former employes of the 
House of Milner, returned to Philadel- 
hia on visits last month. Mrs. Milton 
ox, formerly Elizabeth Nusem, book- 
keeper with the firm who has been with 
her air-cadet husband at Raleigh, N. C., 
was in Philadelphia following his trans- 
fer to Bainbridge, Md. The former 
Elvira Prom, until recently Joseph Mil- 
ner’s secretary and now Mrs. Austin 
Sukol, visited the firm on a trip from 
New Mexico. 








What's New... 


If you’ve moved your store to a new 
location, opened a branch store, re- 
modeled and installed new fixtures, 
celebrated your golden anniversary in 
the jewelry business—or joined the 
Army—we’d like to hear about it. 

Jeweers’ Circutar-Keystrone wants 
news from you and about you—it’s your 
magazine! So if you have some news 
about yourself and your business, send 
it to: Jeweters’ Crrcutar-Keystone, 100 
E. 42nd St., New York 17, N. Y. 
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NACJ Members Vote on Increasing 
Board of Directors to 24 Men 


* The National Association of Credit 
Jewelers last month balloted its mem- 
bers on amending its constitution and 
by-laws to increase the board of direc- 
tors from 15 to 24 members. Reason for 
the increase is to get a better regional 
representation on the board, with a 
director in every section of the country, 
NACJ said. 

All of the ballots have not been re- 
turned, but “the response to the vote is 
the largest return on any matter that 
has ever been submitted to NACJ’s 
membership,” said William Wagner, 
executive secretary. 

The first of NACJ’s regional meetings, 
which will be held throughout the coun- 
try during the coming months, will prob- 
ably be held in New York sometime late 
this month. 





Say: “How about tacking a War 
Bond on your bill?” 
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q Friedman’s Jeweler’s 566 Cherry St., 
Macon, Ga., has reopened its optical de- 
partment. 

q New name of the retail firm of J. L. 
Sither & Co., Newport News, Va., is 
Wickham Jewelers, Inc. 

q M. J. Savelle, Jr., retail jeweler of 
Albany, Ga., is opening his second store 
in Moultrie, Ga., about Aug. 1. 

q Baltimore jewelry stores gave em- 
ployees a long weekend over July 4, 
closing Sat. July 1 and reopening Wed. 
July 5. 

q Keene Bros. & Hihm, 109 W. Baltimore 
St., Baltimore, closed from July 1 to 
14 to give all employees a vacation at 
one time. 

q Jack M. Landau, of Roberts Credit 
Jewelers 402 N. Howard St. store in 
Baltimore, is in Sinai hospital recovering 
from an operation. 

q Ray Faucette, of Henebry & Son, 209 
S. Jefferson St., Roanoke, Va., spent a 
week studying at the Boston laboratory 
of the GIA recently. 

q R. M. Jordan & Co., with offices in 
New York, Chicago, and Los Angeles, 
has opened a new office at 1009 Com- 
merce St., Dallas. Paul Bergoffen is in 
charge. 





WLB May Put Small California Shops 
Under Wage Controls; Asks Opinion 
Of Los Angeles Jewelers at Meeting 


California jewelers met with officials 
of the War Labor Board late in June 
to thrash out the pros and cons of put- 
ting WLB wage stabilization restrictions 
on southern California jewelry firms em- 
ploying eight or fewer persons. The 
meeting was held at the WLB offices in 
Los Angeles, and a similar mreeting was 
scheduled for the near future in San 
Francisco. Included at the meeting were 
representatives of retail stores, manufac- 
turers, and engraving and repair shops. 

In favor of putting small shops under 
wage controls were union representatives 
and the manufacturers and retailers who 
had nine or more employees. The larger 
shop owners argument: wage controls 
would stop the small shops from pirating 
workers from the big companies by offer- 
ing fatter wages than the big firms are 
allowed to pay. The union’s argument: 
when the wartime peak is past, wages 
will deflate speedily—more than 40 
“cubby-hole” manufacturing shops have 
been set up in the past year in the Los 
Angeles area alone, many of them being 
set up to evade wage stabilization orders, 
the union men said. 

Against it were the smaller shops 
themselves. They said putting small 
establishments under wage stabilization 
orders would make them do more extra 
bookkeeping than they could handle. 
Small retailers claimed that there was 
no wage pirating in their communities. 

Speaking for the small retailers was 
Jerry Ostermier, Huntington Park, 
president of the Southeast Retail 
Jewelers’ Association. Representing the 
view that small business should be under 
WLB wage controls were A. N. Slavick of 
ANRJA, and James A. Apffel, repre- 
senting the Los Angeles area manufac- 
turing jewelers association. 


q Mrs. Virginia Hinton of Hous 
Tex., finished six weeks of laboratg 
work at the GIA in Boston on June H 
and left for New York for some more jp. 
tensive study. 

q Directors of the Tri-State RJA met 
at the Emerson Hotel in Baltimore op 
June 28 to talk over association busines 
which has come up since the recent Ty 
State convention. 

q Norman’s, retail jewelry store jp 
Louisville, Ky., was robbed of about 
$3,500 in diamond rings on July 1. Two 
men came into the store, and one mast 
have taken the rings while the other 
talked to the salesman, the manager of 
the store told police. . 

q Police caught a would-be thief on July 
4 when they arrested a negro who had 
smashed the window of the jewelry stor 
of Joseph C. Monmonier, 1 E. Redwood 
St., Baltimore. The man had taken 
fountain pen sets and a bracelet, police 
said, but threw them under a parked 
car when he was nabbed by police. 





W. S. Murphy Resigns From WPB; 
Headed Silver-Gold Section 


William S. Murphy, who for the past 
two years, has been chief of the Silver 
Gold Section of the War Production 
Board and in direct charge of the ad- 
ministration of Silver Order M-199, re 
signed from WPB, effective July 11. 

Mr. Murphy explained that he has 
wanted for some time to get back into 
private industry but felt an obligation 
to stay with his Government job until 
arrangements could be made to relieve 
him without disruption of the work 
which he has been conducting. 

No specific announcement was made 
of his future plans, but it is understood 
that he has an important assignment 
view which he will undertake shortly. 
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War Production Board Order L-45 
(From page 221) 
continues to be limited, there can 


je no thought of releasing any of it for 
civilian use—and especially non-essen- 


tial uses. 
quan IN SCRAP PLATINUM 


In fact, the available supply is so 
sort in proportion to war needs that 
the War Production Board is appealing 
tp everyone who holds any scrap plati- 
gum to turn it in immediately. No one 
s asked to make a donation—only to 
gil it at current market prices to any 
of the regular refiners who will reclaim 
it and resell it for war use. It is hoped 
that this appeal for voluntary coopera- 
tion will make it unnecessary for the 
Government to resort to forcible requi- 
sitioning. Jewelers who have any scrap 
tinum, or who may acquire any by 
purchasing and breaking up old jewelry, 
will be rendering a valuable patriotic 
service—and without cost to themselves 
—by selling it promptly to their re- 
finers. 

Obviously, under the circumstances, 
the trade cannot ask for a lifting of the 
restrictions on its use. The making of 
new platinum jewelry is clearly “out” 
for the duration. A public statement 
by the Government on the platinum 
situation may be expected shortly. 
Members of the Precious Metals 
Jewelry Manufacturers Industry Ad- 
visory Committee who attended the 
meeting were: 

Edgar M. Docherty, Budlong, Docher- 
ty & Armstrong; Daniel C. Gainey, Jos- 
ten Mfg. Co.; Lewis W. Gibbons, Fulmer 
& Gibbons; G. H. Niemeyer, Handy & 
Harman; William B. Ogush, William 
B. Ogush, Inc.; W. Waters Schwab, J. 
R. Wood & Sons; Leonard Shiman, 
Shiman Mfg. Co., and Thomas Tierney, 
Krementz & Co. 


Watch Imports 


(From page 225) 


middle of the Swiss-Italian border. If 
this is done Swiss goods could come out 
to Genoa without German interference, 
and the problem of Swiss imports to 
America would end. 

But whether this can be accomplished 
or when it can be done, no one can pre- 
dict. It is entirely possible that Allied 





strategy may be only to engage in a 
holding action in northern Italy with the 


- object of merely pinning down as many 


German troops as possible, with the 
main effort directed elsewhere, instead 
of driving for the northern boundary 
of Italy. Even if the border is reached, 
there would, of course, be a lag of sev- 
eral weeks between that time and the 
arrival of any Swiss goods in the United 
States, 

Prospects are, therefore, that the 
watches we already have in this country 
are all or practically all that can be 
expected for this year’s selling. The only 
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additional supply in sight consists of 
whatever quantity is aboard two vessels 
out of Lisbon that were scheduled to 
arrive in Philadelphia in July, and two 
others that are expected in August. These 
cargoes, it is said, will pretty well clean 
up the stock that has gotten out of 
Switzerland up to the present time. 

According to Roland Gsell, president 
of the American Watch Assemblers’ As- 
sociation, the quantity of movements 
brought in so far this year, plus what 
are in sight, is less than half the number 
imported during 1943. If the stoppage 
of shipments continues, then, unless im- 
porters have substantial reserve stocks 
accumulated (which Mr. Gsell thinks is 
unlikely) a serious shortage of watches 
is probable in the fairly near future. 

On the other hand, some improvement 
in the repair part situation is possible, 
since the War Production Board is 
now lending its aid for the impor- 
tation of watch parts into America by 
air. Forms have already been sent by 
WPB to importers for making applica- 
tion for bringing in parts by this means, 
and it has promised priority assistance in 
obtaining space for such shipments on 
transAtlantic planes. 

Watch shipments were received at 
Philadelphia with the docking of two 
vessels last month—the Portuguese Gon- 
zalo Velho on July 16 and the Swiss 
Stavros a week later. Expected to clean 
up most of the watches and watch move- 
ments remaining at Lisbon are two more 
sailings scheduled for this month, the 
Nereus and the Sete Cidades. Dates 


- for their arrival at Philadelphia were 


uncertain when this issue went to press. 





Changes in OPA 
(From page 222) 


a decision on the validity of the regula- 
tion which he has been charged with 
violating. If the judge has sufficient 
reason to believe the defendant could 
not use the protest procedure previously 
outlined he will appeal to the Emergency 
Court. 

In a criminal case, if the lower court 
grants the appeal the suit in the lower 
court is stayed until a decision is reached 
by the Emergen¢y Court. 

In a civil suit the trial proceeds up 
to the point of decision, then it is stayed 
until the Emergency Court has acted. 

Under the new law OPA must con- 
sult with industry committees on new 
proposals. Plans are under way for 
widening the scope of these committees 
and for giving full publicity to their 
proceedings. 

The law also retains the Taft amend- 
ment of 1943 which probibits grade 
labeling. 


Jewelers Sell Bonds 
(From page 223) 


to the sale of War Bonds and Stamps 
alone, but also gave away free prizes 
to Bond buyers. 

Detroit retailers got together on a full 
page ad in Detroit papers, which in- 
cluded a War Bond application for 
readers to clip, fill out, and mail. 

JC-K’s June cover served as inspira- 
tion for War Bond ads for Brown’s 
Jewelers in Stamford, Conn.; Van Cott 
Jeweler, Binghamton, N. Y.; Reid’s, 
Trenton, N. J., and others. 
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q Tilden-Thurber Corp., Providence, is 
advertising its candy line. 

q James Russell, E. H. Saxton Co., has 
returned from a vacation at Jonesport, 
Me. 

q Samuel Waldhorn of New Orleans was 
in Boston recently and calied at J. & 
S. S. De Young. 

q Gordon Bros. 18 Province St., Boston, 
held an auction which drew a large at- 
tendance on June 15. 


q Israel Waksler, Providence retailer, 
has moved his jewelry store from 2938 
Broad St., to 118 Empire St. 


q Charles Orcutt of Kennard & Co., Bos- 
ton, is greatly improved in health after 
an illness and a stay in the hospital. 
q Most Boston wholesale jewelers were 
closed Mon., July 3, the day before the 
holiday, but remained open’ the previous 
Saturday. 

q The R. I. Ring Co., Inc., of Providence 
is being dissolved as a corporation. The 
business will be continued by Nathan 
Salter. 

q Troob & Degnan, jewelry manufac- 
turing firm of 100 Stewart St., Provi- 
dence, has changed its name to Troob 
Gordon Co. 

q E. L. Endman, Swartchild & Co., Chi- 
cago, was in Boston on June 16 on his 
way to Montreal to attend the wedding 
of his sister. 

q¢.G. Cini, special order manufacturer, 
308 Boylston St., Boston, is making an 





Two More Firms Win Army-Navy "E"; 
Ingraham and Gorham Are Honored 


The E. Ingraham Co., Briston, Conn., 
watch and clock makers since 1881, re- 
ceived the Army-Navy “E” production 
award in a ceremony on Juné 16. 

Since shortly after the war started, 
Ingraham has been devoted entirely to 
war work, and has turned out instru- 
ment parts in the hundreds of millions. 

Ingraham is producing goods for the 
Army, Navy and Air Corps. 

Army and Navy officers were among 
the speakers at a cermony marking the 
presentation of the Army-Navy “E” 
to the Gorham Mfg. Co. in Providence 
on May 26. Dr. Henry M. Wriston, 
president of Brown university, acted as 
master of ceremonies and gave a brief 
history of the growth of the concern. 

In accepting the “E” pennant from 
Brig. Gen. Thomas E. Troland of First 
Service Command Headquarters, Presi- 
dent Edmund C. Mayo lauded employes 
for winning it. “I have seen your master 
skill not needed in your normal work, 
for the technique of mass production is 
not used in the creation of artistic pro- 
duction. You have produced for the 
Army the best 40 mm. steel cartridge 
cases which can be made by the hand 
of man, and you will now continue to 
produce them for the Navy.” 

The company later announced that it 
had been awarded a Navy contract to 
make steel cartridge cases, a contract 
similar in its specifications to one re- 
cently completed for the Army. To meet 
production requirements, it will be neces- 
say to expand facilities and an addi- 
tional 200 workers will be taken on. 


extended trip to Mexico but plans , 

return by fall. 

q Ottilie Kuehner and Lena Allin hay 

formed a partnership under the name | 
of the Lakay Jewelry Co. to manuf. 

ture jewelry at 116 Chestnut St., Prov. 

dence. 

q Baird North, Providence, has ¢. 

panded its china glassware and gift 

departments. Richard M. Fenton, pr. 

prietor, is back after an illness of gy. 

eral months. 

q Silver scrap with an estimated valy 

of $1350 and 100 silver bracelets were 

taken in a break at the F. & Y., Mfg. 

Co. in East Providence sometime be. 

tween July 8 and the morning of July 

10. 

q Frederick A. Ballou, Jr., treasurer of 

B. A. Ballou & Co., Inc., Providence | 
jewelry findings firm, has been re-elected | 
a director of the R. I. Hospital Trust 

Co., one of the largest banks in Rhod | 
Island. | 
q Among jewelry firms exhibiting at | 
the Boston Gift Show at the Parker 

House, June 12 to 16 were: I. Alberts 

Sons, In¢e.; A. Berk Co.; Nathaniel ], 

Goodman, Inc.; Norling and Bloom Co,; 

Everett M. Zola. 4 

q Out-of-town dealers visiting Boston 

recently included: Mrs. Inez Twanbley 

of Saco, Me.; Emile Langlais of Berlin, 





N. H.; M. A. Noury of Manchester, 


N. H.; W. A. Sawyer of Keene, N. H, | 


and E. H. Howe of Sanford, Me. 


q Among Boston jewelers planning to | 
attend. the ANRSA convention in New | 


York in August are: John Peterson, of 
Needham; Harold Partridge of Trefry 
& Partridge; Blaine Libbey of Milford, 
and John Kennard of Kennard & Co. 
q A recent window display at Shreve, 
Crump & Low Co., Boston, a few weeks 
ago inspired much favorable comment, 
It featured a flaming sword flanked 
by the Stars and Stripes, and expressed 
D-Day sentiments most appropriately. 
¢q Solid backing of the Fifth War Loan 
Drive was given by jewelry stores in 
Providence. Newspaper ads and wi 
dow displays were used, and’ saler 
people sold Bonds and Stamps. Tilden- 
Thurber gave an electro-static clothe 
brush free with each $50 War Bond. 
4¢ Members of the bowling team of E. H. 
Saxton Co., Boston, enjoyed a lobster 
dinner recently at the home of Carl 
Lawton in Hingham, after which they 
bowled in the Hingham alleys. Among 
those present were James Russell, Ber- 
nard Jackson, Carl Bessler, 
Marino and Louis Allen. 

q A group. representing the Waltham 
Watch Co. bowling league has chal 
lenged the Boston Jewelers Bowling 
League to send a team of golfers to 
the Waltham links, and plans are under 
way to accept the challenge, according 
to Everett Hardy of D. C. Percival & 
Co., president of the Boston League. 
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Edward O. Otis, Jr., executive secre- 
( of the New England Manufactur- 
eal Jewelers’ & Silversmiths’ Association 
gas @ speaker at the meeting of the 
New Hampshire RJA at Rye Beach, 
June 29 and 30. Also attending was 
cent F. Chapman, manager of the 
providence office of the Jewelers Board 
rade. 

Sass Robert M. Shipley, Jr., formerly 
educational director for the American 
Gem Society, was in Boston in June 
and visited his friends at the GIA. 
Richard Liddecoat, former member of 
Los Angeles headquarters of the In- 
stitute, is back from England, according 
to word received in Boston, and is now 
stationed in Washington. 

Smith Patterson Co., Inc., moved to 
new quarters at 45 Summer St. on June 
98, The new store is on the opposite 
side of the street from their former 

at 52 Summer St., where they had 
oe in business since 1876. Adjust- 
ment to the quarters at number 45 will 
be made gradually as alterations are 
made to suit requirements. 

Summer courses at the GIA will in- 
ude a registered jewelers «tutoring 
class, to be held in the laboratory, Aug. 
7-18; three groups of tutoring classes in 
advanced work, to be held, July 10-15; 
July 24-29; and Aug. 28-Sept. 2. John 
Kennard of Kennard & Co., Inc., has 
presented the Institute with 200 mis- 
cellaneous gems and stones for use in 
practise work. 

4 Providence jewelry stores had the un- 
usual experience of a boom day and “one 
of the poorest days of the year” during 
the same week. The stores were closed 
Mon. July 83 and (will close all 
Mondays during July and August) and 
July 4. The following day business 
was described by some as similar to the 
Christmas rush. But Friday of the same 
week many stores had few customers. 

q Pupils attending the new watchmak- 
ing school at the Waltham Watch Co. 
now number 28, and it is expected that 
a third teacher will be added to the 
staff soon, to make it possible to take 
on more trainees. Latest arrivals in- 
clude Roseann McCann from Abilene, 
Kansas, Dale Reese of Gypsum, Kan- 
sas, and Mrs. Mary Smith Silveria of 
Waltham, the first Waltham pupil in 
the school. 

q Two new wholesale jewelry firms 
have been formed in Providence. Provi- 
dence Wholesale Jewelers is a partner- 
ship at 857 Westminister St. dealing 
in costume jewelry. Partners are Theo- 
dore and Norman Trotsky. The other 
firm is Providence Jewelers, Inc., 511 
Westminister St., also dealing in costume 
jewelry. Officers are John Montaquila, 
— Irving Aberback, vice-presi- 
ent, and Ralph Destino, secretary- 
treasurer. 

q The New England regional War Pro- 
duction Board reports the issuance of 
a consent decree prohibiting Harry D. 
Hedison, doing business as Hedison 
Mfg. Co., 116 Chestnut St., Providence, 
Jewelry manufacturers, from -purchas- 
ing or processing silver, except on toll 
agreement for others, until the end of 
the year. Violations of order M-199 
were charged. According to the WPB 
announcement, Hedison purchased 16,000 
ounces of silver in excess of the estab- 
lished quotas between Feb. 25 and Dec. 
81, 1943 and further processed 14,000 
ounces in excess of quota. The WPB 
said that the firm admitted the violations 
and agreed to the issuance of the order. 
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Mrs. Goodell Is Elected President 
Of New Hampshire Retail Jewelers; 
First Woman to Head State Group 


Mrs. Addie Fisk Goodell, for 16 years 
secretary-treasurer of the New Hamp- 
shire RJA, was elected president of that 
group at its 20th annual convention at 
Rye Beach, N. H., June 29 and 30. Mrs. 
Goodell is the first woman to serve as 
president of a state jewelers’ association. 
She was also chosen to again represent 
the New Hampshire group at the 
ANRJA convention in August. 

Other officers elected are: Joseph A. 
Malloy, Portsmouth, vice-president, and 
Mrs. Elaine Burque Pinet, Nashua, sec- 
retary-treasurer. 

Chosen for the executive committee 
were the following: Retiring President 
M. A. Noury, Manchester; M. J. Kass- 
ner, Laconia; Albert E. Alie, Dover; 
Mrs. Harry L. Coburn, Hanover; Louis 
Lemay, Manchester; John E. Palmer, 
Claremont. 

Retiring President Noury was present- 
ed with a $100 War Bond by the asso- 
ciation for his service. Williom D. Mc- 
Neil, executive secretary of the Jewelry 
Industry Publicity Board, made the 
presentation. 

Speakers included Edward O. Otis, 
Jr., executive secretary of the NEMJ& 
SA; ANRJA President Charles J. 
Michaels; Mr. McNeil, Harold Alberts, 
president of the NWJA; L. Blaine Lib- 
bey, president of the Boston Jewelers 
Club; and Walter J. Kleinline of the 
Waltham Watchmaking School. 

Because of wartime conditions, at- 
tendance was limited to 100. 





OPA Defines Pin Lever, Roskopf 
Watches; Relys on Importers 
To Classify and Tag Them Right 


About that controversy over pin lever 
and Roskopf watches . . OPA has 
now issued the following definition: 

“The pin lever movement has a ‘Y’ 
shaped lever (pallet fork) with two 
pins set vertical to each arm of the 
fork and generally has a center wheel. 
The Roskopf movement, on the other 
hand, generally has no center wheel. 
Its pallet is a continuous unbroken strip 
of metal without arms. 

“In general it appears that if manu- 
facturers make both types, somewhat 
more care is used in the finishing and 
assembling of the pin lever type, and 
consequently pin lever watches will main- 
tain their time-keeping qualities for 
a longer period and also cost the im- 
porter somewhat more. It seems to be 
the opinion of the trade that a higher 
price is justified for the pin lever move- 
ment.” 

OPA also said it did not wish to “en- 
cumber” MPR 499 (the regulation which 
puts dollars and cents ceilings on these 
two types of watches) with a “rigid 
and. specific definition,” but would rely 
on the importers to classify and tag 
them properly. 





Ralph E. Roessler, retail jeweler 
at 102 E. 4th St., Marion, Ind., has in- 
corporated his firm, and has announced 
that Paul J. Cooper is joining the com- 
pany as store manager. Mr. Roessler 
has been in the jewelry business in 
Marion for 37 years. Name of firm is 
now Ralph Roessler, Inc. 














Belloizing.’’ Admiral . . 
General . .. 
useful companion, the further one goes from home, the 
more it is needed. -97 ea. 

ea.) or write, 


BELLO L’T’D. 


How To Shave! With My Unusual $4.95 
BELLO BLADE SHARPENER; of course 
As seen in 15 magazines My . holl 


low grinding- 
and 200 newspapers stropping (all 4 edges at 


50-plus Constant Com- 
fort, fast, clean shaves 
per double edge blade. 
H MAN’ GIFT! 
SERVICE MAN’S GOD- 
SEND! Col. J. 


15 years. One 
1917 paint scraper gave 
. perfect _ shaves 
. “Have used Bello 10 years.” 
“Blades now as good as new.” A 


(Singles $3.30 


(N. E. Frissell) Gardner 6K, Mass. 
Jobbers write today! 


By mail at $2 














STONE SETTING SERVICE 


Diamond, Hammered-in, Box, Point, 
Pearl and Calibre Setting. 


Prompt Service for 
Manufacturers and Jobbers r 
BREARLEY & DUNN 

661 Westminster St., Providence 3, R. I. 














Sold onty direet to Retailers 


WELLS MFG. CO., ATTLEBORO, MASS. 





eT 
A superior polish 
~ made by silver- 
smiths for jewel- 
ers’ use andresale. & 





















22 Patterns Sterling Silver 
ANCHESTER 
SILVER COMPANY 
Providence Rhode Island 
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Working . 
for 
Victory 
Critical metals, steel — brass — nickel 


— lead — cadmium — zinc—etc., have 
gone to war. 

The nation’s labor has followed, de- 
voting their efforts to the production 
of necessary war materials and essen- 
tial civilian goods. 
Let the dollars join in this Home 
Front effort to insure the Victory— 
BUY WAR BONDS. 


F. H. NOBLE & COMPANY 


Manufacturers 
559 W. 59th St., Chicago, Illinois. 








Gold=Silver 
PLATING 


“ASK ABOUT” 


[QHODAN IZE 
Resistant of Tarnish, 


TRADE MARK REG. U. S PAT. OFF 


Silverware 


REPAIRED & PLATED LIKE NEW 


Swartz & Co. 


10 S, Wabash Ave. CENtrel 6089~ 

















4q 0. Thomas (Tom) Kuhn is now asso- 
ciated as sales representative of Son & 
Prins Co., diamonds, 55 E. Washington 
St. 

q Syd Singer, formerly a salesman for 


wholesale houses in Chicago, recently 
established his own business under the 
name of Rick Sales. 

q Stephen Hill, president and founder 
of Hill-Tolchin Co., wholesale jewelry 
and supplies, and Mrs. Hill are spend- 
ing a few weeks in California on vaca- 
tion and visiting their California man- 
ager, Abe Salam, recently established 
in that territory. 

4 Federal grand jury returned an in- 
dictment in July against William Furie, 
owner of a jewelry store ot 606 S. State 
St., and Bernard Brewer, a freight 
router for the Railway Express Agency, 
in connection with the theft of 350 un- 
cut diamonds at the Chicago airport Jast 
December. 

q Art Elliott, Detroit, was in Chicago on 
business last month and visited with 
his many friends in the trade here. Un- 
til recently Mr. Elliott was associated 
as buyer with the Gorenflo Co. of De- 
troit and on July Ist established his own 
business in the Book building and will 
operate as the Arthur C. Elliott Co. 
q Lt. (j.g-) Jack Teela, who began his 
jewelry career in the wholesale trade 
of Chicago as messinger boy and before 
his enlistment in the U. S. Maritime 
Service was with N. Shure Co., returned 
from England last month for a visit 
with friends here and is now in New 





100 YEARS OLD 


Wheeler & Son, Salem, N. J., is cele- 
brating its 100th anniversary this year. 
The firm was founded in 1844, by George 
R. Wheeler, an English jeweler and 
watchmaker, and has been owned and 
operated by members of the Wheeler 
family ever since. 








York taking additional instruction work, 
q Henry G. Behrens, who came to Chi. 
cago in the early 1890s and has ¢gp. 
ducted a retail jewelry store at 8081 
Lincoln Ave. for many years, has re 
tired from active business after more 
than .60 years in the jewelry business, 
His store will be continued by his son, 
Henry A. Behrens, who has been aggo- 
ciated with him in the business for gey. 
eral years. 

q E. I. (Eddie) Imhoff, vice-president 
of Ripley & Gowen Co., Inc., who has 
made his home for several years ip 
Chicago, returned to Attleboro last 
month with Mrs. Imhoff. Mr. and Mrs, 
Imhoff will make their home in’ Attle- 
boro, but Mr. Imhoff will retain his 
Chicago business office. A past chan- 
ticleer of the Golden Roosters, Mr. Im- 
hoff says only a Golden Rooster party 
or a new La Mode sample line will bring 
him back to Chicago. 

q Frederick M. Gottlieb, of Frederick 
M. Gottlieb & Co., diamonds, celebrated 
his 40th anniversary in the diamond busi- 
ness on July 18. Soon after his arrival 
in this country in 1904 he started as 
office boy with Van Gelder, Kahn & 
Co., in New York, with whom he re- 
mained seven years becoming a sales- 
man. He then came to Chicago where 
he became diamond buyer for Loftis 
Bros., and later Lewy Bros. Co. In 1921 
he established his own business which 
has grown rapidly, and is now known 
from Coast to Coast. In 1925 he was 
joined by his brother Sigmund and in 
1939 his older son Robert, after being 
graduated from Northwestern University 
and having a year of special study at 
Cambridge, joined the company. The 
business is located in a six room suite 
in the Pittsfield building, with New York 
offices at 608 Fifth Ave. 

q It was a typical Golden Rooster day 
June 22, when more than 100 members 
of the organization gathered at Sports- 
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DINAR 


BECKER-HECKMAN 
29 E. Madicen St. 
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OUR WORK COSTS NO MORE THAN 
ORD! Y WORK a 
co 


CHICAGO, ILL. 














5 SO. WABASH 


Diamonds all sizes and qualities. 


other Watch Materials. 


| a 

Our Special Staff Cabinet 10C 72 Bot- 
tles 2 in ea. bt. for Bulova, Guren, 
A.S. & misc. with chart to interchange 
over 1200 models by diameters. .$50.00 
Stems, as above, assrt. 30C.... 30.00 
Refills available 


Ask for our complete line of diamonds, loose, and set. Also cocktail rings, 


watches, and cases. 


EINSTEI 


WATCH MATERIALS & SUPPLIES, TOOLS & 
OPTICAL GOODS 


fee Se ee eek i i i ai i i a | A 


Watches new and rebuilt. 
Watchcases and Dials, Specialty Lapelcases. 
Watch and Ring Boxes, Cocktail, Baby, Wedding and Birthstone Rings, Cocktail 
Cases with and without Diamonds, Spray and Rhinestone Pins, Identification Brace- 
lets, Anklets, Wallets, Window Displays and Trays, Findings, Stems, Staffs and 
Send your movements, we will rebuild them with latest 
style Cases and modern Dials. All above merchandise in stock for immediate delivery. 


BROS. 


JOBBERS 


CHICAGO 3, ILLINOIS 


Complete line of 
Watchstraps and J-B Watchbands, 


Mainsprings—Our stock is depleted; we 
can offer 1 gr. ass. from the narrowest 
and weakest, to the largest. Swiss & 
American or separate........... $30.00 
Above cannot be changed or returned 
as it Will be made up Specially. 
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est 
“ Nate Blank, Speidel Corp., are now 


full-fledged Roosters. Herman Kraemer, 
u & Kraemer, the new Chanticleer, 
roved his qualifications 
cheon 
“bligations” were given the candidates, 
despite heckling by a former Chanticleer. 
Past Chanticleer Herbert Jacobs, Forst- 
ner Chain Corp., presented the organiza- 
tion with a hand carved, beautifully 
decorated Rooster mounted on an illum- 
inating base, which he had made him- 


Buyers and Peddlers. 
captained by Robert Gottlieb, Frederick 
Gottlieb & Co., won over the Buyers, 
captained by Bill Hill, A. C. Becken & 
Co. by a score of 11 to 6. 
ner prizes were awarded for various 
events. Leonard Lewy, Lewy & Good- 


shuffle 
marble roll, Dick Showerman, the ring 


$10,000 ; 





Golf Club, 35 miles north of Chi- 
for their 24th annual outing. The 

was devoted to golf, the after- 
to soft ball, horseshoes and other 


rts, while all day long four “eggs” 
served 


and amused during the incuba- 
riod. As a result of their “or- 
Al Schoumaker, M. A. Mead & 


George Beduze, Iskin Mfg. Co. 


Roseth, Stein & Ellbogen Co., 


during the 


session, when preliminary 


Following the flag raising there 


was a brief tribute to members who 
passed on during the year, Sidney Y. 
Ball, The Ball Co., Albert Ellbogen, 


& Ellbogen, and Harry Lassou, 


Lassou & Kraemer. Feature of the after- 


was the ball game between the 
The Peddlers 


After din- 


and R. Schell Hulbert, Oneida, 
tied for low gross with 81, but 


Mr. Hulbert was winner of low net in 


Al Long, J. R. Wood & Sons, 


Inc. was second low gross with 82 and 
Robert’ Gottlieb, second low net. Among 


winners were Ray Rust and Le- 


land Fay, who won the horse shoe event, 


Goldberg, Drach & Weinfeld, the 
board, Art Oberlander, the 


Ray Hoppel, the croquet putts, 
avis, revolver shot. The Roosters 


played gin rummy, bridge and cribbage 
in the evening. 


Estate Left by Jonker 


Jacobus Jonker, who received some 
$300,000 for the 726-carat Jonker dia- 


he found about 10 years ago, left 


a small estate. 
His will, filed recently at Pretoria, 
disclosed assets of about $27,000. Of 


fixed property was worth about 
movable property, $2,000; 
$2,000, and claims in favor of the 


estate, $18,000. 





Say: “How about tacking a War 


on your bill?” 








to 


A 





29 





FOR BEST RETURNS 


Ship us your old Gold and Silver. We 
also buy your surplus diamonds, gold 
scrap, optical scrap, watch cases and 
movements. 


During Summer months is the time 


clear your store of scrap metal— 


turn it into cash. 


trial shipment will convince you. 


Package held intact for 5 days for 
your approval of check. 


ROSE SMELTING 
& REFINING CO. 
E. Madison Street Chicago 2, Ill. 
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Jeweler Shadows Thief Suspect; 
Trails Him, Then Notifies Police 


Because of the Dick Tracy eye of Ben 
Youkilis, proprietor of Ben’s Budget 
Jewelers, 4568 Main St., Norwood, Ohio, 
a man, who, police say, has admitted 
many diamond thefts in the Cincinnati 
area was arrested last month and now 
awaits grand jury action. 

Way back in June, Edward Fred 
Lorenzen walked into Mr. Youkilis’ store 
and asked to see some diamond rings. 
He looked them over and liked them— 
very much, in fact. Examining the stock 
the next day, Mr. Youkilis found one 
ring was missing. 

On July 7 Lorenzen walked in again, 
and Mr. Youkilis himself waited on him, 
to make sure it was the same man who 
had visited his store before. Then Mr. 
Youkilis said he would have some larger 
diamonds to show him the next day. 
Lorenzen left the store—Mr. Youkilis 
following him at a distance. When 
Lorenzen entered another jewelry store, 
right across the street from the police 
station, it didn’t take Mr. Youkilis long to 
get two detectives who arrested the man 
and found a stolen watch in his posses- 
sion. Lorenzen also goes under the name 
of George E. Lee. 

Since Lorenzen’s arrest, other rings 
which he is said to have stolen have been 
found in Cincinnati pawn shops. 





Indiana Watchmakers Meet in June; 


Plan Educational Film on Repairs 


Members of the Watchmakers Asso- 
ciation of Indiana met in their 11th an- 
nual convention at the Antlers hotel in 
Indianapolis on June 25. 

Elected to serve during the 1944-45 
term were: Frank A. Groetz, Vaiparaiso, 
president; Edison Abbott, Kokomo, vice- 
president; Thomas E. Cook, Indianapolis, 
secretary-treasurer; L. R. Douglas, In- 
dianapolis, managing director. 

Among the speakers were Lester C. 
Nagley, Sr., who talked on the value 
of publicity; Elliott French, of the 
WMC, and Robert Reed of WPB, who 
spoke on personnel training; Carl J. 
Dexter of the Veterans Administration, 
who talked about training veterans and 
pointed out that disabled soldiers and 
sailors will be given aptitude tests be- 
fore being trained in any particular field. 

It was announced that the association 
is preparing a sound film, “My Watch 
Stopped,” which will tell the history of 
time recording and give an idea of how 
watch repairs are made. The film 
is designed to show to schools, clubs, and 
civic groups. 

The association also voted to reject 
the “B” plan of the UHA. 

Elected to the board were the follow- 
ing: H. W. Schaefer, Indianapolis; 
Charles Carbaugh, Auburn; Marcus 
Furstenberg, Indianapolis; J. B. Groves, 
Evansville; John F. Holtman, Syemour; 
Walter H. Klaus, Fort Wayne; Herman 
L. Lodde, New Albany; Ted Miloserny, 
South Bend; Paul R. Sheddrick, USN; 
Henry Schmidt, Jr., Terre Haute. 





Max Unger, Pittsburgh jeweler at 525 
Smithfied St., recently got a nice pat 
on the back from The Sporting’ News. It 
seems Mr. Unger has earned himself a 
reputation for disposing of great quan- 
tities of tickets to sports events—when 
the sports event is for a charitable 
cause. 


£0; 3) FWEED? 


Ye 


HES AT 49th & 6th! 


And baby, if you 
want to see Displays that 
are original, he’s your man! 


Edwina freed sew vor. on 








Our 9th Edition 
FINGER PRINT 
CATALOGUE 
for 1944 is ready for 
distribution. 

Write your jobber for one. 
This catalogue is brought down 
to date showing the numerous 
Swiss watches on the market 
and contains valuable infor- 
mation. Owing to the Swiss 
border being closed, some 


Swiss watch parts are not 
available at the present time. 


THE NEWALL MFG. CO. 
CHICAGO 2, ILLINOIS 














CHAS. ASCHERMAN | 
AND COMPANY 





Wholesale Jewelers 


GENTS’ GENUINE HEMATITE 
RINGS $13.75 to $30.00 


503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 


WATCH DIALS 


REFINISHED 


MICHIGAN DIAL REFINISHING CO. 
612 METROPOLITAN BLDG. 























DETROIT, MICH. 
S S.WABASH AVE. CHICAGO ILL. i 
USED WATCH .W 
m 
MATERIALS 2z 
o 
T 
USED MOVEMENTS 1 o 
Good Condition x 
Good Dials 2 Oo 
O-Size ‘ 
aot = 
7 idm “Henting,” | THE PRICE OF = 
75:81 ; ies $1.75 NEW MATERIALS 2 
Elgin, Waltham — | Yaiiee forke ares 
7J,$1.50—15J,$2.00 | for all watches. 
6 Size Elgin, Wal- Send sample of 
tham, Hunting what you want! All 
Sad A a Guaranteed? Remit 
6,92. rat $2.50 only If satisfactory. 
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DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 

















































LITWIN & SONS 
114 West 6th Street, Cincinnati, Ohio 





KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDC. CINCINNATI, O. 











Harry Greenwold Co. 


The House 


IS WES] 


Of Oualit VY a 


REET, CINCINNATI, CHIOG 


VIRGIN Diamonds 


1d Sert ce 


CELLINICRAFT Jewelry 


EL ¢ 
Lines of quality and style that give you pro- 


INS @ HAMILTONS (Zones S) 


tected profit. You can recommend these lines 
to your customers with confidence. 








PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohio 
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q Robert L. Hummel, Vine St. Jeweler, 
and Charles Payne, Schumer Bros. Co., 
went on a fishing trip to Wisconsin the 
first two weeks in July. 

q The service flag of Litwin & Sons now 
bears 44 stars, these employees are serv- 
ing their country in various parts of the 
world. Harry Hartman of the diamond 
cutting department was the most recent 
to leave for military duty. 

q Phil Haas, E. 6th St. jeweler, is 
making his hobby of fishing pay him 
dividends. He purchased several lakes 
near Batavia, Ohio, stocked them with 
fish, and is charging for use of them. 
He’s his own best customer. 

q The Gruen Watch Co. with the co- 
operation of the Board of Education 
will establish a training school in watch- 
making and repairing for war veterans 
and handicapped civilians at Central Vo- 
cational high school. Gruen will provide 
equipment and a teacher. 

q E. B. Jacobs, of Jacobs Sons Co., is 
vacationing at Bald Mountain, Me. 
Julius D. Jacobs has scheduled his vaca- 
tion to begin July 27 at Cape May, N. J. 
Most of the firm’s salesmen are now on 
mid-summer selling trips. Gus Kuhn- 
heim is back on the job at D. Jacobs 
Sons Co., after an illness. 

q John T. Nolan, publicity representa- 
tive of Gruen Watch Co., has recently 
been appointed a member of the Cin- 
cinnati Advisory Committee on Re-em- 
ployment of War Veterans. Since early 
spring, Gruen has had in effect, a train- 
ing and rehabilitation program for 
veterans with medical discharges. 


q Some Cincinnati retailers have adopted 
the policy of closing down for several 
weeks during the summer months to give 
their employees vacations. The store of 
the late Henry Von Unruh, now being 
operated by his widow, closed during 
the two weeks preceding July 4 and 
the two stores of E. Wagner & Son will 
suspend operations during a two-week 
period in August. 

q The retail jewelry store of Esberger 
Bros., 1183 Vine St., has a window dis- 
play that is attracting much attention. 
A background of the flags of the Allied 
nations forms the background. Al Es- 
berger also used the idea in arranging 
a display for the new clubrooms of the 
Vine St. Business Men’s Club, of which 
he is president. He was host there last 
month at a dedication meeting. 

q Out-of-towners seen here last month 
were Sheldon Byrnes, Hamilton, Ohio; 
Leo Simon, Vincennes, Ind.; J. L. Al- 
briton, Jackson, Miss.; Paul Deters, 
Evansville, Ind.; Isaac Rosenbaum, Mt. 
Vernon, Ind.; Arthur Feist, Rosenthal 
& Kaplan, New York; Ralph Lewis; 
W. E. Patrick, New York; Eason Cook, 
Opelika, Ala.; M. Greensteing, Ohio, and 
Charles Hefline, Danville, Ill. 

q The Gerwe-Brown Co. launched the 
summer season with a picnic in Mt. 
Airy Forest last month. There was 100 
per cent representation with the excep- 
tion of John Gerwe who has gone to his 
summer home at Clark Lake, Mich. It 
was late’in the evening by the time the 
last of the olives and potato chips were 
eaten. Honors in horseshoe pitching 
went to Harold Armacost, in bridge to 
Walter Bleska, and in pinochle to Carl 
Benkeser. 


q Thanks to retail jeweler Edward Sim. 
per and his wife, insurance company 
executive Charles Freytag got back his 
diamond Masonic ring about nine houy 
after it was stolen from him as he dozed 
off in his car parked on a busy down. 
town street. Shortly after a story about 
the theft appeared in the newspa 18, 
a man entered Mr. Simper’s store at 105 
Vine St. to have the ring appraised, Ay 
the man walked out, Mrs. Simper re. 
called the newspaper story. Mr. Simper 
and a policeman gave chase—the map 
tossed the ring into the gutter, but # 
was recovered, and the man was caught, 
q The Cincinnati Wholesale Jewelers 
and Manufacturers Association 1944 an- 
nual picnic is history but the sunburns 
and stiff muscles linger on. Held last 
month at Ryland, Ky., it was a great 
success, although limited to members 
only because of wartime conditions, 

As a result, the retailers who each 
year tangle with the wholesalers to de. 
cide the baseball champions, were sup- 
planted by a team of caddies. The whole- 
salers bowed in defeat before their 
youthful rivals even though Frank 
Krohme, of Litwin & Sons, smashed out 
three doubles. Golf champion of the 
year was J. Lawrence Crouch, Wallen- 
stein Mayer Co. Julius D. Jacobs, Jr, 
D. Jacobs Sons Co., was runner-up in 
the tournament. 

The picnic was held at the Ryland 
country club through the courtesy of 
Clarence Loeb, who has retired from 
the Cincinnati jewelry trade and now 





lives at Ryland. Chairman of the affair 
was Clarence Loeb, who said he expected 
sounds of grief when he had to substitute 
chicken for peacetime beefsteak, but 
heard none. 





Retail Jewelers’ Sales in June 
Same as May; Off from Last Year 


June was out of line at most retail 
jewelry stores this year. Instead of top- 
ping May, as usual, its sales were in 
almost the identical volume. 

Compared with June of 1943, retaile 
sales dropped 5 per cent. This was 
third successive month with retail jew 
ers’ volume under the same month of 
previous year—and the new 20 per 
Federal Excise Tax, which took eff 
April 1, was the reason. 

April sales were off 16 per cent; M 
off 4 per cent. Source for this tren 
information: Current Statistical Service” 
of the U. S. Census Bureau. 
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Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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Where to Buy 
AMERICAN 
China and Glass 








— 


by 


LENOX 
LENOX, INC. 


—— 


“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for Mustrated Catalog 
ENRIGHT-LE CARBOULEC, = 


Fifth Ave. New York 
- CHelsea 2-5558 


watson: ® 


sxe CRYSTAL ano BENT GLASS 


Giftware of Distinction «+ > 


LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 


Trenton, N. J. 








City 








. . 


KENSINGTON, INC. NEW KENSINGTON, PA. 








JEWELRY GIFTS ACCESSORIES 
URIE F. MANDLE CO. 
Show Rooms, 411 Fifth Avenue 

NEW YORK 16, N. Y. 


MUrray Hill 3-9107 

















HAWKES CRYSTAL pa 
GLASS WARE? 
for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 


N. Y. Office: 542 5th Ave. on watTzrrorp 














\ 
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: 
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MARY RYAN 2:5 


GIFT ANO ART 


NOVELTIES 





THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 


J HEODORE HAVILAND CO., INC. 
1550 MERCHANDISE MART 
NEW YORK CITY CHICAGO, ILL. 














ASTLETON CHINA 


CORPORATE LY E. RELL BARA, F President 
- &. CORCORAN, Vice P 


DE LUXE TABLEWARE 


for the 
FINE CHINA TRADE 
MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N ° 
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OBITUARY 


“ . . . that government of the people, 
by the people, and for the people shall 
not perish from the earth.” 


© Lt. Don B. Pierce, 28, navigator on a 
Liberator, son ofMarshall Pierce, jeweler 
at 29 E. Madison St., Chicago, and repre- 
senative of Jean R. Graef, Inc, New 
York, before his enlistment, reported 
missing since May 8, is now reported lost 
in a mission over Brunswick, Germany, 
on that date. 


GiosuE DeSantis, 63, wholesale jeweler 
at 580 Fifth Ave. New York, died from 
a heart attack on June 13 at his home. 
He had been in the wholesale jewelry 
business since 1909. His wife and two 
sons will carry on the business. 

Freperick Ferrin, 76, jewelry de- 
signer and inventor of the jewelry safety 
clasp, died in Providence on June 20. 

Mrs. CatHertne Guarp, operator of 
the Hornberger Jewelry Gift Store, 
Lawrenceburg, Ind., died in a Cincinnati 
hospital on June 25. 

Anton Horvat, 58, retailer and manu- 
facturing jeweler of Baltimore, died 
June 26 at his home of a heart attack. 

IsnaEt Kosrrn, 53, head of the Ar- 
tistic Jewelry Manufacturers Reading, 
Pa., died June 29. 

Ausert M. Koun, 80, president of 
Theodore A. Kohn & Son, 608 Fifth 
Ave., New York, since 1904, died June 
5 in the Strong Memorial Hospital in 
Rochester. He was visiting his son, Dr. 
Lawrence A. Kohn, of the Rochester 
Medical School. 

Ben Lewis, 65, retail jeweler in Long 
Beach, Cal., since 1920, died in a Long 
Beach hospital on June 17. He had been 
in business at his store at 150 Pine 
Ave. since .1927. His business will be 
continued. 

TxHeEopore L. Lyons, 77, western sales 





representative for Dreher Bros. & 
re Rte Wider, importers 
and cutters of 





precious and semi- 
precious stones, 48 
W. 48th St., New 
York, died of a 
heart attack on 
June 28. Mr. Lyons 
began his career 
in the jewelery in- 
dustry at the age 
of 16. He took 
part in the Klon- 
dike gold rush, and 
fished for fresh 
water ona ® in the Mississippi. He was 
western salesman for Dreher Bros. & 
Wider from 1927 to the time of his 
death. 

Louis Masvr, 57, partner in the manu- 
facturing firm of Masur & Herman, 64 
W. 48th St., New York, died June 22. 

J. E. Tatsor, 94, who was president 
of the Chicago Jewelers Association in 
1900-1902, the oldest living past presi- 
dent at the time of his death, died on 
July 2. Mr. Talbot had not been asso- 
ciated with the industry for several 
years. 

Seto Tuomas, 68, great-grandson of 
the founder of the Seth Thomas Clock 
Co., now a division of General Time In- 
struments Corp., died in the Waterbury, 


Conn., hospital after a brief illness. He 
was the last member of the Thomas 
family to be connected with the clock 
concern. He retired a few years ago. 

Harry Wetneeicu, 74, president of H. 
Weinreich Co., Inc., Phi adelphia, died 
June 30 in Philadelphia. Mr. Weinreich 
was one of the pioneers in the costume 
jewelry field. He was active in the firm 
until the time of his death. The busi- 
ness will be carried on by his sons, 
Philip and Irvin. 





Five Milwaukee retail jewelry stores 
gave employees a three-day holiday by 
closing July 1 through July 4. They 
were Bloedels, Bunde & Upmeyer Co., 
Louis Esser Co., Rank & Motteram Co., 
and Schwanke-Kasten Co. 





Ask: “How many War Stamps with 
your Change?” 








Where to Buy 
IMPORTED 
China and Glass 
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JUSTIN THARAUD, Inc. 
129 Fifth. Ave., New York City 


ROYAL ALBERT 
English Bone China 


MYOTT’S 
English Staffordshire Ware 








PAUL A. STRAUB & CO., Inc. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 
Dinnerware, Art Goods, Giftwares 


Murray Hill 3-5460 











ENGLISH CHINA 


Lustre Ware Pitchers, Toby Jugs, Cigar- 
ette Sets, Teapots, Sugar and Creamers. 


TEDMAN IMPORTING CO. 
225 Fifth Ave. Room 829 New York, N. Y. 


Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 


Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














EDWARD BOOTE 


35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 














ROYAL DOULTON 
English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original prodaction 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 
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GUARANTEED 
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Strictly Refiners 


Not Manufacturers 


of Jewelry 














Kastenhuber & Lehrfeld 


Tel. BRyant 9-1060 New York 
We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 


21 West 46th Street 


Your Old Gold shipments will receive special attention 
BACK THE ATTACK—BUY MORE WAR BONDS 


FINE GOLD and KARAT GOLD 


Though Platinum has gone to war with other 
vos strategic metals, we are happy to offer RUTHO- 
PALLADIUM for the duration. Sheet or wire. 











Buy the 


Wench Master 
later 
with these savings 


ALMOOAAINS 


1074E 
Atid SUM mooie 
18 weeded 


We are asking our invasion 
forces to do their utmost. Can 
we at home be content to do 
less? 


American Time Products 


580 Fifth Ave. 


Ine. New York, N. Y. 


Distributors of Western Electric Watch-rate Recorders 











AT A LESSER COST 


*More and more watchmakers 
are switching to Zenith Clean- 
ing Solutions. 


ZENITH CLEANING SOLUTIONS 


GAL. aT. 
@ Regular Foam Type #1....... $2.00 78¢ 
@ Foam-Less Type #1........0+ 2.50 80¢ 
@ Concentrate (Foam Type).... 1.50 bottle 
@ Rinsing Solution .......s0ss0 2.00 75¢ 


@ KEEP-CLEAN Joustey Cleaner. 3.00 95¢ 
(8 oz. Jer 30¢—$3.25 per doz.) 

@ Plasticized Crystal Cement... 25¢ jer 

@ OILS—Clock, Watch, Bracelet. 


ZENITH CLEANING FLUID CO., 52 Beekman St., N.Y.7, N.Y. 
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Testing Precious Metals 


How to identify, buy and sell old gold, silver and platinum metals. 


by C. M. HOKE 


Chapter Ii—Silver and some other white metals. 


HIS is the group that offers the greatest challenge 

to the precious metal buyer, and can offer him the 
greatest profit. It includes on one hand the silver alloys, 
the white golds and the platinum metals, and on the 
other hand a vast array of alloys. like stainless steel, 
which, though handsome and useful, are not precious 
metals. The purchaser wants to be able to separate out, 
from the trayful of white metal articles, precisely those 
that are valuable to him, and to do it with speed and 
assurance. These chapters will present him with tests 
that should give him this assurance. 

There are about 70 metals known to science (the num- 
ber is uncertain because some are on the borderline be- 
tween metal and non-metal), and of this number all 
except gold and copper are described as white. When the 
student contemplates all the possibilities of composition 
and value that are presented by the words “a white 
metal” he must realize that the task calls for care, 
knowledge, and patience. 

Fortunately for our purpose, most of the 70-odd white 
metals are quite unsuited to, jewelry making. Thus mer- 
cury is liquid at ordinary temperatures; tin is much too 
soft; potassium reacts violently with plain cold water; 
radium gives off rays that destroy the flesh; and so on. 


Our attention therefore will be placed primarily upon 
those white metals that are precious, and upon those that 
are associated with them, or are apt to be confused with 
them. 


THE MAGNET AS A DETECTIVE 


Gold buyers often use a magnet to locate such things 
as steel springs in bracelets. If a piece of metal is 
strongly attracted to a magnet it is probably iron or 
steel. However, certain nickel and cobalt alloys and 


Other metals besides 
iron respond to the 
magnet; some stainless 
steels do not. 


some kinds of white gold also respond to the magnet, 
which therefore should not be relied upon too implicitly, 


For AuGcust, 1944 


especially as some of the stainless steels are attracted 
by it only feebly or not at all. 


THE FLAME TEST 


If you can turn the flame of an air-gas or oxygen-gas 
blowpipe on a piece of suspected metal, you can, within 
a few seconds, obtain an excellent idea of its nature. 
Nickel, chromium, brass, and most other base metals 
promptly turn black. Most base metals will melt, form- 
ing oxides of characteristic color and form. White gold 
alloys will melt promptly in the oxy-gas flame; more 
slowly in air-gas. Or, if the flame is removed before 
actual melting occurs, a definite darkening is visible. 
This is also true of sterling silver. 

Stainless steel soon shows a darkening; if heated fur- 
ther it will ignite and burn with a hissing and sparkling 
flame; the final result will be a shapeless lump of black 
oxides. 

Tungsten and molybdenum change color at low tem- 
peratures, and soon begin to burn in the oxy-gas flame, 
though they probably will not become actually molten. 

The response of platinum and its high grade alloys to 
a flame is highly characteristic. (By high grade alloys 
we mean iridio-platinum, or others in which only precious 
metals are present.) Suppose you bring the metal to a 
brilliant red heat, then remove the flame. There will be 
no darkening whatever. Heat it still further using an 
oxy-gas flame, and melt it; it melts smoothly and cleanly, 
without forming any oxide or crust. When the button 
cools, it will be white and smooth. Base metals, treated 
in that way, become a mass of clinkered oxides. 

Palladium and alloys rich in palladium show colored 
oxides at about 400° C., but when heated further these 
disappear, and if the metal is cooled quickly they will 
not have time to form again and the cooled button will 
be free from tarnish. 

Low grade platinum alloys when heated strongly will 
darken, in proportion to the base metal present. 

Fine gold, heated to redness, will cool without chang- 
ing color. But if even small amounts of base metal are 
present, the surface after cooling will show a film of 
oxide. 

The oxy-gas flame, if properly handled, is thus one 
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of the most illuminating of all quick tests, and the air- 
gas flame is almost as useful. 


SPECIFIC GRAVITY | 

Platinum is noticeably heavier than silver, nickel, and 
the like. This ratio between the bulk and the weight of 
a given piece of metal, known as its specific gravity, can 
be used in identifying alloys; for instance, iridio-plati- 
num has a very high specific gravity, palladio-platinum 
is lower. 

White golds and other gold alloys are somewhat lighter 


than platinum, while steel, silver, nickel, and palladium - 


are so much lighter that there is hardly any excuse for 
a mistake. 

Bullion dealers, and others handling metal in quanti- 
ties, find this method useful even in the delicate task of 
learning whether a piece of platinum is a high grade or 
low grade alloy. 

It takes only a few minutes to determine specific 
gravity, and the equipment consists of a good balance, 
weights, a piece of thread and a cup of water. 

First, you weigh the article as usual, writing down 
the weight. Next, weigh it while it is hanging in water 
suspended by a bit of thread; the weight will be slightly 
less. Subtract the second weight from the first. The 
specific gravity will be the first weight divided by this 
difference. 

Further details may be found in any physics text- 
book, also tables giving the specific gravities of the 
various metals. With alloys, the specific gravities vary 
with the composition, and tables for the popular precious 
metal alloys can be obtained from bullion dealers. 

The larger the piece, the more accurate and depend- 
able is this method. 


HOW SILVER REACTS 


As in Chapter I, the first step is to provide yourself 
with several articles of whose composition you are sure, 
then apply to them the various tests, in turn, and observe 
the results. Obtain a piece of good quality sterling silver, 
something made recently and stamped by a reputable 
manufacturer; a silver coin; perhaps a bit of some lower- 
grade silver alloy; and some stuff that you know to be 
silver-plated. 

First remove any surface coat, such as lacquer, and 
to each article apply a drop of nitric acid. Let it remain 
for 30 seconds or so, then rinse it off and see if the 
surface of the metal were attacked. You will find that 
nitric acid reacts with silver, even the highest grade, 
turning dark and making a gray spot on the metal. 

Fine silver, when dissolved in nitric acid, gives a 
colorless solution that darkens after exposure to light. 
Sterling silver and coin silver show some green color, 
the green being due to the copper with which they are 
alloyed. 

To confirm silver, place a fresh drop of nitric acid on 
a clean surface, let it react for a half minute, then with 
the point of a penknife drop in a single small grain of 
table sale. A white substance will appear—silver chlo- 
ride—of a cheesy consistency. This is characteristic of 
silver. Instead of the grain of salt you could use a tiny 
drop of dilute hydrochloric acid. 

In effect this is almost the same as applying a drop 
of aqua regia. We think of aqua regia as a powerful 
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solvent since it will dissolve gold. However, it ig gy. 
prisingly slow to attack silver. Make the test and see; 
note that the nitric acid in it will eat into the surface , 
little, but very soon the white cheesy stuff forms, ang 






Using nitric acid to 
identify silver, likewise 
applied is a grain of 
salt or a drop of dilute 

hydrochloric acid. 


,o° 


protects the metal from further attack. Wash the metal 
and you will find that a whitish spot remains, difficult 
to remove. 

This will help to explain why green gold, which con- 
tains much silver, responds more slowly to aqua regia 


than does yellow gold of the same karat. Some of the 


high-karat green golds are almost insoluble, even in hot 
aqua regia. 

Here is another way to establish silver: In another 
bottle mix up nitric acid and a few crystals of potassium 
dichromate. Place a drop of this solution on the sus- 
pected article (after getting rid of lacquer, etc.) and 
note the color effect. Silver will show a very strong, 
definite red, through the formation of silver dichromate. 


SILVERPLATED GOODS 


The recognition of silverplated ware is usually easy. 
File a deep notch and apply nitric acid to the cut, and 
note the difference in appearance and behavior of the 
silver surface and the base-metal core. The favorite core 
material is a copper-nickel-zinc alloy which is called 
“nickel silver” or “German silver,” but which contains 
no silver at all. Sometimes a brass core is found. Both 
of these core materials react quickly to nitric acid, caus- 
ing it to bubble and turn a deep green. 

Ordinary silverplated ware is of such small value that 
refiners and gold buyers normally refuse to buy it, so 
it is important to be able to recognize it every time. 


GOLD-ON-STERLING 


In Chapter I we mentioned “gold” jewelry which was 
found to consist of a sterling silver core to which a thin 
surface layer of gold has been applied. The wearer may 
think of such jewelry as gold, but to the buyer it is 
silver. At present silver prices it is not to be ignored, 
and sometimes there is enough gold present to add 4 
little to the buyer’s price. 


This combination is normally recognized in the pre-- 


liminary tests involving nitric acid and a deeply-filed 
notch. Fresh, well-made goods present a handsome gold- 
like appearance, but if the gold film is thin, the silver 
eventually tarnishes underneath the gold. 


This combination attained special vogue during World 


War II at the time when'silver and fine gold were avail- 


able, while copper and nickel—the metals so generously 


used in the cores of inexpensive jewelry—were subject — 
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p wartime restrictions. The fact that silver responds 
only feebly to aqua regia has led some careless buyers 
to misjudge the value of this combination, to their loss. 
fortunately for them, it is apt to be clearly stamped 


Gold filled and rolled 
gold plate may be 
made with a support- 
ing core of sterling sil- 
ver instead of the clas- 
sic brass or nickel-silver. 


“Sterling”. Sometimes the outer layer of gold is of suffi- 
cient thickness and quality to class the goods as “rolled 
gold” or “gold filled”; but these goods are generally 
stamped with a quality mark; e.g., “Rolled Gold Plate 
on Sterling” or ‘Sterling -+ 1/20—12K.”* 


VARIOUS SILVER ALLOYS 
Sterling silver consists of 925/1000ths fine silver, the 
remainder usually being copper. 
Coins of the United States of America are 900/1000ths 
silver, the remainder being copper. Much jewelry and 
tableware used to be made of this alloy, and may be 
stamped “Coin” or “Coin silver.” 
Alloys of lower silver content are often encountered, 
not only in the coinage of several foreign countries, but 
also in articles of commerce, but the designation “silver” 
cannot now be used legally in connection with them in 
the United States. Imported goods may be encountered, 
stamped “Silver”, which on assay may prove to be of 
very poor quality indeed. 
It is sometimes desirable to make simple tests to dis- 
tinguish between sterling, coin and lower grade silver 
alloys, but most observers have found that it cannot be 
done with the same assurance and satisfaction as with 
the gold alloys. Sterling silver and coin silver differ by 
only 25 parts per 1000, or 214 per cent, and when we 
recall that both the silver and the copper are soluble in 
nitric acid, we can see why the acid test has its limita- 
tions, However, by having both surfaces clean and 
smooth, and by applying equal amounts of acid to both 
surfaces and exposing both together to the light for the 
same length of time, and noting the color changes, the 
difference is detectable. 


Silver of lower grade, if alloyed with copper, can 
easily be distinguished from sterling silver in the same 
way. Unfortunately, these lower grade silvers may con- 
tain a variety of alloying elements—more or less nickel, 
or zinc, or cadmium—to fit them for different purposes, 
and unless you have some knowledge of the alloying ele- 
ments, these simple spot tests can be misleading, and 
experienced workers advise against their use. 

Silver solders are of many formulas, ranging all the 
way from about '10 per cent to about 80 per cent silver, 
the balance usually being copper and zinc. 


SOME WHITE BASE METALS 


Many base metals are attacked and dissolved by nitric 
acid, but by no means all. Obtain scraps of various 
metals, such as lead, tin, pewter, Britannia metal, stain- 
less steel, aluminum, chromium-plated and nickel-plated 
ware, and so on. Clean them well to remove any surface 


_—_—_—, 

L RoW May R.G.P. on Sterling Base be Marked?” by Byron 
. Shinn, counsel for the Jewelers Vigilance Committee; 
BWELERS’ CIRCULAR-KEYSTONE, May, 1942, page 91. 
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grease or lacquer, then touch each with a drop of nitric 
acid. Let it act for a half-minute or so, while you observe 
any color changes, then wash well and notice if the sur- 
face were etched or spotted. To describe all the effects 
fully would take more space than is here available; more- 
over, a few minutes spent at such tests will teach you 
more than hundreds of words. So we repeat: practice 
with pieces of metal of whose nature you are sure, ex- 
posing them to various tests and comparing results. 

For instance, we suggest that you try the dichromate 
mixture mentioned above, on other white metals beside 
silver. Lead shows a yellow color; Britannia metal turns 
dark. Platinum is not affected in the least, nor is high- 
grade white gold, but palladium will be darkened and 
will show a spot. 


NICKEL SILVER 

The terms “nickel-silver” and “German silver” are 
applied to an important series of white alloys in which 
copper, nickel and zinc are the principal components. 
Both terms are highly misleading, since no silver at all 
is present, and many other names have been suggested, 
including “nickel-brass” and synthetic words like “Cuni- 
zin” and “Nicuzin,” none of which have received general 
favor. 

Tableware and hollow-ware made of nickel-silver and 
electroplated with silver, nickel, or chromium, have been 
made in enormous quantities. Rolled and filled gold 
jewelry, especially that whose outer layer is white gold, 
is generally made on a nickel-silver base; and there are 
dozens of other applications. 

Accordingly it is important that the gold buyer be 
able to recognize these nickel-silver alloys wherever 
found. They are attacked vigorously by nitric acid, show- 
ing a strong green color because of the copper and nickel 
content. When heated strongly they darken; under the 
oxygen flame they ignite and burn to a black clinker, 
meanwhile conferring a green color to the flame. 


STAINLESS STEEL 

This handsome but inexpensive alloy, stainless steel, 
has recently had quite a vogue for sports jewelry, men’s 
belt buckles, wrist watches, etc. In appearance it re- 
sembles white gold or platinum. Oddly enough it is not 
readily attacked by nitric acid nor by aqua regia, and for 
that reason it has occasionally deceived unwary ap- 
praisers. As we have indicated, some kinds are attracted 
to the magnet, some are not. 

It is considerably lighter in weight than either white 
gold or platinum, and most jewelers will at once notice 
this lack of “heft”. As we mentioned above, it darkens 
under the oxy-gas flame, then ignites and burns to a dark 
clinker. 

But if you are in doubt about any article of white color 
and noticeable hardness, which resists the action of nitric 
acid and of aqua regia, pause a moment and then test it 
with plain hydrochloric acid. 

If possible, heat either the article or the acid some- 
what; hydrochloric acid attacks the stainless steels 
promptly, making a definite spot or dissolving the streak 
in a short time. Sulphuric acid also attacks stainless 
steel; so does a solution of ferric chloride. None of these 
affects white gold or platinum. 

(Please turn to page 251) 
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ESTING GOLD—Sometimes when buying old gold 
junk, the acid I use seems to be very weak or slow 
on samples above say 14 karat. Should acid be thrown 


out and fresh used for this? Or some other chemical 
used? (Question No. 5641.) C. M. 


Answer—Nitric acid, no doubt the acid you use, is 
sufficiently strong for testing golds up to about 15 karat 
fineness, but above that karat stronger acid is required. 
This may be had by adding a little table-salt to the 
nitric acid, which in most cases will act promptly on 
the gold streaks on the test-stone. However, if you 
often have very high-karat gold to test, it is better to 
have, besides plain nitric acid for lower karats, a bottle 
of aqua regia, which is a mixture of 1 part nitric acid 
and 3 parts hydrochloric acid. This will dissolve the 
streaks of gold from 15 karat up to 24 karat or pure 
gold. Either have a druggist mix these acids, or do it 
carefully so as not to breathe the fumes during mixing; 
and do not push the stopper of the bottle containing 
aqua regia in tightly; gas pressure (chlorine gas is 
evolved) may crack a bottle. Aqua regia should not be 
kept where its fumes can reach steel tools, which it 
would rust. 


IVOT POLISHER—Am about to make up some 

laps for a pivot polisher I just bought out of an old 
outfit, no laps with it. What metals are best for laps? 
I have a sliderest to turn them out with. (Question No. 
5642.) L. T. 


Answer—Malleable (“wrought”) iron can be bought 
of hardware dealers, or from a blacksmith shop perhaps, 
if in these days you find stores short of stock; get a piece 
of round iron between one-half and three-quarters inch 
diameter, and saw blanks from it for laps to use with 
oilstone powder and oil for grinding. For polishing, the 
best metal is bronze, or bell-metal. If your supply- 
dealer cannot furnish this you may have a piece cast by 
some local brass-foundry, using 80 per cent of copper 
melted with 20 per cent of tin. A cylindrical piece of 
wood about five inches long and three-quarters inch 
diameter would serve for a pattern for casting a piece 
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of bell metal sufficient for blanks to make ten or a dozen 
laps. 


AIRSPRING COIL—How many coils is correct 

for a hairspring? (Question No. 5643.) R. W. H, 

Answer—An exact number of coils cannot be stated 

that must be correct for all hairsprings, but an average 
may be said to be 13 coils. 


UPLEX ESCAPEMENTS—Are any watches com- 
ing into market today with duplex escapements? 
(Question No. 5644.) J. T. 

Answer—No; the last use of the duplex escapement 
in watches made in commercial] quantities was by the 
New England Watch Co., Waterbury, Conn., which quit 
business 30 years ago. | 


OFTER STRIKE—We have an old shelf clock made 

by Spencer, Wooster & Co., Salem Bridge, Conn. It 

has a spiral gong made of round steel wire. Our cus- 
tomer wants us to change the tone of the striking, to 
make it sound softer, or less metallic. Is there a way t 
do this? (Question No. 5645.) J. M. 
Answer—No doubt the striking hammer is a block 
of brass. If this is as much as a quarter-inch thick from 
back to front, drill a hole in its face, of diameter almost 
as thick as the brass. From a piece of thick hard leather 
like shoe sole leather, cut a piece of a size that will 
allow filing on it a round part a little thicker than the 
diameter of the hole in the brass hammer. Force this into 
the hole so it will stay in place. Trim the projecting 
portion of the leather so it stands outside the brass for 
a length of about a quarter inch. This cushion will 
soften the sound of striking. If the brass hammer is too 
thin to accommodate a quarter-inch hole, fit a thicker 
one on the hammer-wire, because if the leather plug has 
to be made too thin, it will quickly be hammered out of 
shape by the striking action. 


EMENTING JEWELS—How would a cement like 
Dupont household cement do for fastening in roller 
jewels and pallet stones (Question No. 5646.) F. C. 
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Answer—Before using this in any customer’s watch, 
at least better try it in some watch of your own, and 
watch results for some months. The time-honored 
shellac cement has had test of many years, proving that 
it has no bad effect on metal surfaces or oil. This should 
be ascertained beyond any doubt, about any proposed 
new cement, by the only test worth while, which is a 
tryout in actual service. 


OLISHING GOLD—Why is it that on some 

jewelry, and lately it happened with a gold case 
brought from Europe, polishing the work positively 
changes the color of the gold? I don’t mean the differ- 
ence made is just brighter, but the color is changed 
from yellowish to more of a red shade of gold. (Ques- 
tion No. 5647.) P. F. 

Answer—tThe gold in question no doubt had been 
finished originally by an “‘acid-coloring” process, which 
actually converts the surface of a piece of, say 14-karat 
or 18-karat gold, to nearly or quite 24 karat or pure gold, 
with all of its rich yellowish color. Briefly, acid is so 


used that it eats out the base-metal from the alloy, leav- 
ing pure gold standing, for a very little depth, but thick 
enough to stand considerable wear on the surface. An- 
other process is to electroplate pure gold on an article 
made of karat gold, with the same effect on appearance. 
In either case, if you polish the article, you may remove 
all or most of the pure gold surface, changing the color 
to that of the karat gold. About all that we can suggest 
to avoid the change of color is to use care in cleaning 
colored gold work; wash it well, and any buffing done 
should be light, with fine rouge and a soft buff. 


WISS CHRONOMETERS—Is it true that Swiss 
ship’s chronometers always have two hairsprings? 
(Question No. 5648.) E. T. 


Answer—No doubt your question arises from the 
fact that in Switzerland most chronometers are made 
with the pivoted type of detent, which has a flat hair- 
spring to hold the detent against its banking, besides the 
hairspring on the balance. But only one hairspring is 
involved directly in timekeeping. 





TESTING PRECIOUS METALS 
(Continued from page 249) 


RESISTANCE ALLOYS 

There are dozens of more-or-less white alloys on the 
market, which though not stainless steels by definition 
(since they contain little or no iron) are often confused 
with them. We refer to those heat- and corrosion-resist- 
ing alloys of which Stellite, Nichrome and Illium are 
only three examples of a long list. Chromium, cobalt, 
nickel, tungsten, silicon, manganese and other elements 
may be present, and the number of formulas is legion. 
Occasionally such alloys present an appearance that 
might confuse the metal buyer, and many of them resist 
nitric acid surprisingly well. But mostly they are lighter 
in weight than platinum or white gold, and their crystal- 
line structure and their “feel” under the file give suffi- 
cient warning. Their melting points are high, but under 
the strong heat of the oxy-gas flame they will ignite and 
burn, after the manner of other base metals. 


CHROMIUM PLATING 

Chromium is a hard white metal, unusually resistant 
to most corrosive agents. Chromium plate, when prop- 
erly applied, is a handsome finish and sometimes is used 
on cheap white gold jewelry, as well as on many base 
metal articles. 

It resists nitric acid, and therefore is sometimes mis- 
taken for white gold or platinum. However, it is attacked 
readily by hydrochloric acid, and by sulphuric acid. 
When heated under the air-gas or oxy-gas flame, it 
blackens promptly. 


RHODIUM PLATE 

Rhodium plate is also deceptive. Rhodium is a metal 
closely related to platinum, costing more per ounce than 
platinum itself. It can be deposited electrolytically in a 
very thin layer, on silver or base-metal articles, to give 
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them a handsome appearance, free from tarnish, at small 
expense. Rhodium is not attacked by nitric acid, aqua 
regia, nor any other single acid. It is fairly hard to the 
file—almost as hard as chromium plate. But the deposit 
is always so thin that a few strokes of the file are enough 
to expose the metal below. For that reason it has not 
caused any great confusion to the buyer of precious 
metals, 


WHITE GOLDS 

The tests described so far, when applied to most white 
golds, will be suggestive, but not always conclusive. You 
may still be uncertain as to whether the unknown is white 
gold or a platinum metal alloy of some kind. We shall 
therefore return to the white golds in a later chapter, 
with conclusive tests. 


THE PLATINUM METALS 


These metals and their alloys are so important, not 
only in jewelry and dentistry but in many other appli- 
cations, that an entire chapter will be given over to them. 

For the moment we shall content ourselves with re- 
membering the facts we have recently noted: that plati- 
num is not attacked by nitric acid nor by hydrochloric 
acid; that its melting point is very high; that it melts 
cleanly under the oxy-gas flame and cools again without 
the formation of visible oxide; and that it is noticeably 
heavier than most other white metals. 

Palladium is the one metal of the platinum group 
that is attacked by nitric acid. It dissolves promptly to 
give a deep brown solution. It is much lighter in weight 
than platinum. Palladium electroplate is sometimes used 
to give a handsome non-tarnishing finish to jewelry or 
scientific instruments. Alloys in which gold and pal- 
ladium are the main constituents are important in dentis- 
try, also they form one kind of white gold. All of these, 
and others, will be discussed more fully in Chapter 4. 


Neat month: “Let the Buyer Beware!” 
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Special Notices 


Payable invariably in advance. : 


Rates under all headings except 
. “Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATION WANTED 75c. for 
anor 25 words. Additional word 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 


extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Special notice forms close 13th of 
month, 





Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
q original letters of recommendations, 
4 send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 








; 
| Jewelers’ Circular-Keystone 
| 100 E. 42nd St., New York 17 


7 
et Iain enamine iiatabcaicatenamicinenen iba 


Situations Wanted 


i | 

| Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





ENAMELER (male) seeks _ position; 
plain and fancy enameling. Address 
- 5586,” care Jewelers Circular- 
Keystone. 





DESIGNER costume jewelry, experienced 
and production manager; best refer- 
ences. Address “A., 5614,” care Jewel- 
ers’ Circular-Keystone. 


i POSITION as second watchmaker and 
clockmaker, in west or southwest; 
benchwork only. Address “H., 5649,’ 
care Jewelers’ Circular-Keystone. 


DIAMOND salesman, available high 

| grade store San Francisco or vicinity; 

| top notch man; first class reference; 
employed now. Address “C., 5584,” 
care Jewelers’ Circular-Keystone. 


PRESS HAND; all around man wishes 
| Position in good watch case house; 
a above draft age; good references. Ad- 
dress “R., 5695,” care Jewelers’ Circu- 
lar-Keystone. 


WATCHMAKER, now in South wishes to 
| return North; Pennsylvania and North 

desired; over draft age; Gentile; 
married; references. Address ‘“M., 
5655,” care Jewelers’ Circular-Keystone. 


SALESMAN, retail; 30 years’ experience, 
buyer, executive, special knowledge 
precious stones, desires permanent con- 
nections with well established firm 
with a future. Address “D., 5538,” 
care Jewelers’ Circular-Keystone. 


STORE MANAGER;; high calibre execu- 
tive type; widely diversified experi- 
ence; excellent background; now em- 
ployed west coast; consider attractive 
proposition anywhere. Address “N., 
5554,” care Jewelers’ Circular-Keystone. 



































































SALESMAN, retail, capable of manag- 
ing, desires permanent position with 
reliable concern; at present employed ; 
25 years’ experience catering to the 
better class of trade. Address “P., 
5588,” care Jewelers’ Circular-Keystone. 





INCOMPARABLY qualified store man- 
ager; large volume better class install- 
ment; interested only hearing from 
well established highly rated firm; con- 
fidential. Address “J., 5603,” care 
Jewelers’ Circular-Keystone. 





SALESMAN wishes to represent manu- 
facturer direct to jobbers now, or post- 
war planning; have following with 
material and jewelry jobbers, coast to 
coast. Address “A., 5604,” care Jewel- 
ers’ Circular-Keystone. 





MANAGER-SALESMAN, take full charge 
of credits and collections; capable and 
thoroughly experienced in every angle 
of jewelry business; married and draft 
exempt; metropolitan New York area. 
Address “R., 5621,” care Jewelers Cir- 
cular-Keystone. 





WATCHMAKER desires permanent con- 
nection Chicago area; 10 years’ ex- 
perience; draft deferred; will consider 
store or trade shop. Address “Circular 
1352,” Room 1415, Heyworth Building, 
Chicago, Ill. 





JEWELER; New York jeweler; finest 
type of individual, hand made jewelry 
pieces; wishes position with firm manu- 
facturing this type jewelry. Address 
“J., 5652,” care Jewelers’ Circular- 
Keystone. 





EXPERIENCED man _ seeks _ position 
with a wholesale watch or jewelry 
firm, capable, full knowledge of filling 
orders and taking care of accounts. Ad- 
dress “D., 5617,” care Jewelers’ Circu- 
lar-Keystone, 





MAN with experience desires position in 
a factory office capable, alert, can 
handle workers; experience filling 
orders and taking care of jewelers 
accounts. Address “B., 5616,” care 
Jewelers’ Circular-Keystone. 


BOOKKEEPER, executive ability, com- 
plete knowledge of jewelry manufac- 
turing ; capable of assuming full charge 
of office; Metropolitan area. Address 
“J., 5468,” care Jewelers’ Circular- 
Keystone. 


THOROUGHLY experienced watch- 
maker, engraver, salesman, store 
manager; recently sold business, 
now open for good connection with 
reliable firm. Address “L., 5682,” 


eare Jewelers’ Circular-Keystone. 


SALESMAN, capable of managing; 16 
years’ experience with the highest 
grade Fifth Ave. firms; employed at 
present; desires New York or vicinity ; 
honorably discharged from army. Ad- 
dress “Q., 5589,” care Jewelers’ Circu- 
lar-Keystone. 


DIAMOND and jewelry salesman of high 
ability; 43, married; 20 years’ experi- 
ence diamonds, watches, fine jewelry, 
desires permanent responsible position 
with better class concern. Address “N., 
5657,” care Jewelers’ Circular-Key- 
stone. 

















RETAIL jewelry salesman-manager, 39; 
single; 10 years’ -experience cash, 
credit, fully capable take complete 
charge; excellent references; New York 
City or close vicinity; no borax. Ad- 
dress “Q., 5619,” care Jewelers’ Circu- 
lar-Keystone. 


YOUNG MAN, 39, single, 10 years’ re- 
tail jewelry experience as manager, 
salesman, desires position with manu- 
facturer or wholesaler, New York City 
only, as inside department head; ex- 
cellent references. Address “P., 5618,” 
care Jewelers’ Circular-Keystone. 


THOROUGHLY experienced diamond 
man, now employed as buyer of dia- 
monds and jewelry. wishes to make a 
change; capable assuming full _ re- 
sponsibility, buying, selling, manage- 
ment; draft exempt. Address “H., 
5494,” care Jewelers’ Circular-Keystone. 








CAPABLE business man; many 
experience wholesale diamond " bygj, 
ness, seeks responsible position: 
experienced buying from public;’ preg 
ently connected large jewelry house 
buyer. Address “F., 5493,” care Jewel, 
ers’ Circular-Keystone. 





i 

THOROUGHLY experienced cash creqit 
store operator, desires managers 
individual unit; can furnish merchan. 
dise; satisfactory results assured; ga). 
ary or commission acceptable. Ad 
“M., 5691,” care Jewelers’ Circular. 
Keystone. 





nia 

SALESMAN, 20 years’ experience jewel. 
ry selling and buying, looking for g 
worthwhile connection for present and 
post-war; age 40; would locate with 
family anywhere in U. S. A., provid 
proposition is interesting. Address “kK 
5690,” care Jewelers’ Circular-Keystone. 








STORE manager; very highly qualified: 
California, Nevada or Texas; young 
resourceful, long, colorful experience: 
please don’t answer unless willing to 
disclose in first letter full details ang 
maximum salary offered to start; 
strictly confidential. Address “), 
5678,” care Jewelers’ Circular-Keystong, 








CERTIFIED watchmaker, Bowman 
trained ; head watchmaker ; eight years 
railway time _ inspection; age 36, 
married, two children, wish to locate 
in dry climate for son’s sinus cond 
tion; now employed in North Carolina, 
Address “T., 5578,” care Jewelers’ Cir. 
cular-Keystone. 





DIAMOND expert, appraiser; also wide 
knowledge of jewelry; over 20 yearg 
experience with firm where precise ap- 
praisals were made on the basis of 
mature judgment; refined; executive 
ability; buyer qualifications; now em- 
ployed. Address “A,, 5534,” care 

' Jewelers’ Circular-Keystone. 


MANAGER, excellent salesman, wide 
experience in credits, collections, 
window trimming, merchandising, 
every phase of credit jewelry busi 
ness; married, age 39; weekly $100, 
plus commission. Address “E,, 
5539,” care Jewelers’ Circular-Key- 
stone. 








WATCHMAKER, draft exempt, experi- 
enced baguettes to railroads; school 
trained, long experience at bench; ref- 
erences; permanent only; age 35; 
prefer west coast or southwest, but go 
anywhere; now employed Iowa. Ad 
dress “K., 5654,” care Jewelers Circu- 
lar-Keystone. 


CERTIFIED watchmaker, 30 years’ ex 
perience on high grade work, wishes 
position with reliable jewelers who 
have surplus work; would consider 
handling any amount at my home; 
high grade workmanship; state full 
details in first letter. Address “N, 
5692,” care Jewelers’ Circular-Keystone. 


DIAMOND EXPERT, 29 years’ divers 
fied experience, now buyer large jewel 
ry firm, would consider change; thor 
ough knowledge loose diamonds, 
mounted jewelry, old mine diamonds, 
extensive buying experience here ani 
abroad: executive of character and 
ability. Address “J., 5495,” care Jewel 
ers’ Circular-Keystone. 














YOUNG WOMAN, capable, dependable, 
desires connection reliable firm, [& 
sponsible capacity; handle merchat 
dise, thoroughly experienced jewelry 
line; bookkeeper, secretary - stenog- 













rapher, correspondent, accustomed 4* 
sume full charge of office department 
Address “F., 5642,” care Jewelers’ Cit 
cular-Keystone. 








FINE WATCHMAKER wants top post 
tion where good work is appreciated 
and retail prices will warrant $1 
for 44 hours; 25 years’ anperteaa 
graduate watchmaker; wants wate 
repairing only, no jewelry work} 
would accept high grade trade shop, 
no sweat shops. Address “H., 5680," 
care Jewelers’ Circular Keystone. — 
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SITUATIONS WANTED—Continued 











MANAGER-BUYER, take complete 
charge; 20 years’ experience; knowl- 
edge all phases of jewelry business; 
chain methods; live wire executive ; 
refined; excellent appearance; college 

; diamond expert; real producer ; 


draft exempt; $125 weekly. Address 
“J, 5666,” care Jewelers’ Circular- 
Keystone. 





WATCHMAKER, first class, high grade 
man; 35 years’ experience on com- 
plicated work, baguettes and fine time 
pieces, desires to connect with up-to- 
date, modern store where such work is 
handled; must be good hours and con- 
ditions, and proper prices obtained for 
such work; can estimate, etc., if re- 
quired; married, age 53; present sal- 
ary $100 per week. Address “‘H., 5602,” 
care Jewelers’ Circular-Keystone. 


EXECUTIVE, store manager, buyer, 
supervisor, diamond expert; character 
and reputation unquestionably assured ; 
full knowledge of entire credit busi- 
ness; honorably, not medically dis- 
charged from army on over age act; 
pleasant and agreeable personality ; 
single, 43 years old; perfect right 
hand man for someone who wishes to 
be relieved of responsibilities. Address 
“V., 5627,” care Jewelers’ Circular- 
Keystone. 

WATCHMAKER, young, 10 years’ ex- 
perience, three years R.R. inspection ; 
4F, dependable, married; capable 
handling all types including chrono- 
graphs; quality work, can stand any 
inspection; general experience other 
departments; light jewelry repairing; 
must make change soon for health; 
would _ to lease repair department, 
commission, or similar arrangement; 
must be permanent with prospects of 
a future; prefer smaller city in South- 
west or California; expect to make 
change in 60 days; references. Address 











“G., 5611,” care Jewelers’ Circular- 
Keystone. 

EXECUTIVE, diamond and _ watch 
salesman, years’ experience; 
qualified as _ registered jeweler, 


American Gem Society, now study- 
ing for certified gemologist; have 
passed A. G. S. diamond grading 
examination; former high type 
store owner; 25 years’ experience in 
retail jewelry business; excellent 
references; fine watchmaker; wants 
permanent position. Address “K., 
5681,” care Jewelers’ Circular-Key- 
stone. 





TO A jewelry manufacturer, importer or 


distributor: maybe I’m the man you're 
looking for; if you’re planning to ex- 
pand your post-war business, my 30 
years’ diversified experience with the 
watch importing, retail and wholesale 
trade is yours to capitalize on; my 
coast-to-coast contacts are intimate, 
productive ones; I can initiate, pian 
and carry through almost any mer- 
chandising and selling program; I'm 
not looking for a “Job,” what I seek is 
a connection to which I can bring to 
bear all my varied capacities, one that 
warrants a cash investment on my 
part, if such an investment is neces- 
sary; I’m old enough to be thoroughly 
seasoned, yet young enough to accom- 
Dlish big things: your reply will be 
held in strictest confidence. Address 
Jack Hoffman, “Box 5701,” care 
Jewelers’ Circular-Keystone. 








Lines Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











MANUFACTURER'S line wanted to sell 
jobbers; excellent references furnished. 
Address “G., 5665,” care Jewelers’ Cir- 
__cular-Keystone. 

AGENT with established trade in Michi- 
gan and Ohio desires gold filled line 
or line of fine costume jewelry; com- 








ee 


mission basis; references. Address “R., 


5673,” care Jewelers’ Circular-Keystone. 


DESIRE take on line of gold filled 
jewelry, commission basis; mid- 
west; for reliable manufacturer; 
address Jack Hollenberg, Distribu- 
tor, Mayflower Hotel, Akron, Ohio. 


WHOLESALE: new wholesale house in 
Ohio wants connections to factories 
tor gold filled jewelry; lockets, brace- 
lets, pins, earrings; cash buyer. Ad- 
dress “P., 5674,’’ care Jewelers’ Cir- 
cular-Keystone. 


INTERESTED fine line popular priced 
lockets, crosses, neck chains, gold 
filled and solid gold, other affili- 
ated gold lines; commission basis. 
Jack Hollenberg, Mayflower Hotel, 
Akron, Ohio. 

HAVE a show room in New York, 225 
Fifth Ave.; would like to represent 
manufacturer in gift or novelty line. 
Address “G., 5544,” care Jewelers’ Cir- 
cular-Keystone. 

SALESMAN with wide acquaintance 
among jewelers on the Pacific coast 
wants to carry a general line from 
reputable jobbers; commission basis; 
best references. Address’ “R., 5661,” 
care Jewelers’ Circular-Keystone. 

CALIFORNIA! outstanding merchandis- 
ing salesman with strong following, 
jobbers and retailers, seeks line direct 

















from manufacturers; office in Los 
Angeles; references furnished; com- 
mission. Address “F., 5541,” care 


Jewelers’ Circular-Keystone. 


LINES WANTED, watches and 
jewelry; 25 years’ experience sell- 
ing to retail jewelers in the metro- 
politan area (Greater New York); 
ean furnish best references. Ad- 
dress “F., 5664,” care Jewelers’ 
Circular-Keystone. 


JOBBER exhibiting at jewelers and gift 
shows, wants direct from manufac- 
turers, gold filled, sterling silver, 
rhinestone costume and jewelry items, 
also novelties, gifts, pearls and watch 
attachments. Address “F., 5595,” care 
Jewelers’ Circular-Keystone. 

MANUFACTURERS to the jewelry trade 
desiring energetic and established rep- 
resentation on the Pacific coast in Ore- 
gon, Washington and California; 
highest references and qualifications; 
established following in jewelry stores, 
department stores and wholesalers. Ad- 
dress “K., 5548,” care Jewelers’ Cir- 
cular-Keystone. 

JEWELRY salesman desires two sepa- 
rate lines for retail stores and whole- 
salers; gold and silver charms; expen- 
sive gold and silver costume jewelry, 
wrist watches, watch bands, lockets 
and crosses; well acquainted with 
wholesale and retail trade in southern 
California. S. W. Bergman, 5353 Rus- 
sell Ave., Hollywood 27, Calif. 


GOLD ring mountings; well known 
salesman’ exceptional following, 
capable of volume business with 
metropolitan and eastern jobbers, 
desires connection with reliable 
manufacturer of a fine cast ring 
line on commission basis; refer- 
ences. Address “C., 5537,” care 
Jewelers’ Circular-Keystone. 


DIAMOND importers and manufacturers 
assistance in helping to establish an 
exclusive diamond and fine watch 
Salon in a fast growing city of 250,000 
population; excellent post-war city; by 
qualified and experienced diamond mer- 
chant; other qualifications confidential ; 
this city will be 350,000 population or 
more in 10 years; import and export 
city; this city well known by me; only 
legitimate and reputable concerns con- 
sidered. Address “R., 5700,” care 
Jewelers’ Circular-Keystone. 























SALES organization with over 3000 


top line retail jewelry, department 
and chain store accounts; desires 
a few additional non-conflicting 
lines; ours is an aggressive sales or- 
ganization with 10 capable sales 
representatives assuring volume dis- 
tribution; well appointed, attractive 
sales and display rooms in the 
heart of Chicago’s loop district; per- 
sonal interview can be arranged. 
Address “Circular 1356,” Room 
1415, Heyworth Building, Chicago, 








Side Lines 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 





SALESMEN to carry complete line of 


plain and engraved wedding rings and 
mountings. Address “V., 5551,” care 
Jewelers’ Circular-Keystone. 





SALESMAN selling to the better class 


of retail stores to carry a line of dia- 
mond jewelry, diamond wedding rings, 
also gold wedding rings and mount- 
ings. Address “C., 5635,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN wanted for 


Chicago, Iil., 
calling on department stores and jewel- 
ry stores; side line of fine gold jewel- 
ry; state experience and _ references 
when replying. Address “J., 5645,” 
care Jewelers Circular-Keystone. 





SALESMAN wanted for New York call- 


ing on department. stores, jewelry 
stores and resident buyers; side line 
fine gold jewelry; state experience and 
references when replying. Address “H., 
5644,” care Jewelers’ Circular-Keystone. 





SALESMEN calling on department stores 


and jewelry stores; side line of high 
class costume jewelry, also a complete 
line of high class_ sterling silver 
rosaries; strictly commission basis; 
state experience and references. Ad- 
dress “H., 5545,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN wanted for 


southern, 
southwestern and Pacific coast ter- 
ritories; prefer salesmen living near 
territory; manufacture exceptional 
outstanding line of gold rings; must 
have following. Address “N., 5558,” 


care Jewelers’ Circular-Keystone. 





SALESMEN wanted to call on jewelry 


and department stores with new line 
gold filled men’s wrist watch attach- 
ments also other attractive men’s and 
ladies’ jewelry items and gift merchan- 
dise; commission basis; when replying 
please advise territory covered, also 
state experience and references. Ad- 
dress “B., 5536,” care Jewelers’ Circu- 
lar-Keystone. 








MANUFACTURERS of jewelry and 


kindred lines selling through job- 
bers can secure high class repre- 
sentation in all or any portion of 
the territory from Pittsburgh ‘to the 
Pacific coast and South by experi- 
enced representatives who have ac- 
ceptance with the well rated whole- 
salers in every city of this territory. 
Address “Circular 1353” Room 
1415, Heyworth Bldg., Chicago, Ill. 


SALESMAN to carry compact delivery 


line of solid gold gents’ and ladies’ 
rings, birthstone ring assortments, 
lockets, crosses, pendants and cameo 
brooches; vacancies open for Midwest 
and California; representative with 
following only considered; commission 
basis. Write in detail first letter P. O. 
Box G, 441 B. 32nd St., Paterson, N. J. 





RELIABLE New York manufacturer 


of fast selling, popular priced 
wedding rings, desires resident 
salesmen to sell line on commission 
basis in middle west, far west, 
Washington, Oregon, Michigan, 
Ohio, Pennsylvania and New York. 
Address “A., 5686, care Jewelers’ 
Circular-Keystone. 
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Special Notices 





(Continued from page 253) 








Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


Essential Workers need Release Statements 


Essential Workers need Release Statements 





WANTED, watchmaker to work on 50% 
commission; store furnishes material; 
pleasant working conditions in air 
conditioned store; no clock or jewelry 
work. Bertram’s, Klamath Falls, Ore. 





WANTED, watchmakers and combina- 
tion men in well equipped air condi- 
tioned jewelry store; can make as 
much as you want to. Carter Jewelry 
Co., Leesville, La. 





WANTED first class watchmaker; rer- 
manent sition ideal conditions; give 
full particulars when applying. M. B. 
Smith, Jeweler, 105 E. Trade St., 
Charlotte, N. C. 





WOMAN or girl experience retail store; 
permanent. Klausner, 428 Knicker- 
bocker Ave., Brooklyn, N. Y. 





SALESMAN, experience retail store; per- 
manent. Klausner, 428 Knickerbocker 
Ave., Brooklyn, N. Y. 


WATCHMAKER wanted; $100 per week 
for first-class man; R.R. work. C. E. 
Zemp, 413 Pearl St., Beaumont, Texas. 








WATCHMAKER who wants to do first 
class work at home for high grade 
Ohio jeweler. Address “E., 5592,” 
care Jewelers’ Circular-Keystone. 


WATCHMAKER wanted; capable and 
dependable; good salary, steady posi- 
tion for right man. Alvins Jewelry, 
5633. Broadway, Cleveland, Ohio. 





WATCHMAKER for West Coast posi- 
tion; permanent; good working condi- 
tions; state age and experience, Ad- 
dress “E., 2040,” care Jewelers’ Cir- 
cular-Keystone, 


WANTED, first class watch repair man 
for benchwork; only good man need 
apply; permanent; name own wages; 








transportation will be paid. Dunbar 
Jewelers, Yakima, Wash. 
JEWELER, special order and model 


maker to take charge of casting de- 
partment; no limit to salary  pos- 
sibilities for right man. Address “D., 
5387,” care Jewelers’ Circular-Keystone. 





JEWELER, repair man and engraver, 
$1.90 an hour, time and half over- 
time, double time for Sundays. John 
A. Marshall, 508 Close Bldg., To- 
ledo, Ohio. 





WATCHMAKER seeking lifetime job in 
town of 10,000; salary and commis- 
sion; we have n in jewelry busi- 
ness 55 years. Worrell’s, Mexico, Mo. 





WANTED, stone setter and engraver 
also do light jewelry work; permanent 
osition. Harry E. Stout, 315 South 
th St., Springfield, Ill. 





WANTED jewelry repair man; good sal- 
ary; permanent position in old estab- 
lished firm. Address “G., 5643,” care 
Jewelers’ Circular-Keystone. 





WANTED, a first class jeweler for trade 
shop, one who can do setting pre- 
ferred; full details in first letter. J. D. 
Wilchar, 903 Helm Bldg., Fresno, Cal. 





SALESMAN wanted to call on big chain 
outfits or wholesalers, to carry few 
specialized items; please write “Box 
ae 5687,” care Jewelers’ Circular-Key- 
stone. 





WATCH repairman, strictly commission 
basis; work plentiful; excellent work- 
ing conditions; job permanent to first 
class mechanic. Wire our expense Gem 
Jewelry Company, Columbus, Ga. 





WANTED, good diamond setter and 
letter engraver; we can offer you a 
ee job. Write Star Jewelry Co., 624 
— Standard Bldg., Houston 2, 
‘exas. 





JEWELERS; general repairing; some 
setting; permanent position; Ohio 
city; $1.35 an hour, time-and-a-half 
overtime. Address “M., 5670,” 
eare Jewelers’ Circular-Keystone. 


WANTED, bookkeeper, stenographer, 
typist with knowledge of jewelry and 
watch importing; personable and ef- 
ficient. Address “A., 5582,” care 
Jewelers’ Circular-Keystonhe. 








WANTED, first class engraver, or com- 
bination watchmaker and engraver; 
permanent position and high salary 
guaranteed. Address “B., 5583,’’ care 
Jewelers’ Circular-Keystone. 





WANTED, jeweler and engraver; also 
stone setter; steady pte. good sal- 
ary; firm 72 years in business; store 
air’ conditioned: wire our expense. H. 
Post & Sons, Decatur, Il. 





WATCH and clock material clerk, man 
or woman, partly or fully experi- 
enced; permanent position and good 
salary. Butterfield Bros., Whole- 
sale Jewelers, Portland, Oregon. 


CLOCKMAKER wanted for high class 
retail store; good work; must have 
availability certificate non critical; 
write particulars to Jessops, 1041 
Fifth Ave., San Diego 1, Cal. 


WATCHMAKER, thoroughly experienced 
on high grade watches; well known 
New York specialty store; five-day 
week; two weeks vacation with pay; 
permanent. Address “A., 6675,” care 
Jewelers’ Circular-Keystone. 


WANTED first class watchmaker; first 
floor, good wages, permanent posi- 
tion, good hours in leading jewelry 
store in middle west; write or wire 
Bitterman Brothers, 202-204 Main 
St., Evansville, Indiana. 

ENGRAVER, first class, all around man 


wanted by leading New York specialty 
store; five-day week; two weeks vaca- 














tion with pay; permanent. Address 
“B., 5676,” care Jewelers’ Circular- 
Keystone. 





WANTED, jewelry repairman to assist 
foreman in trade shop; good chance 
for advancement; note salary, experi- 
ence and age in your first letter. Ad- 
dress “E., 5609,” care Jewelers’ Cir- 
cular-Keystone. 


WANTED, watchmaker; permanent 
position; salary $100 per week; 
ideal working conditions; give ref- 
erences, age and experience in first 
letter. Holland Jewelry Co., San 
Angelo, Texas. 


REPRESENTATIVE to cover middle 
western states, for old established con- 
cern in costume jewelry on commis- 
sion ,basis; give ful! particulars. Ad- 
dress “Circular 1354,” Room 1415, Hey- 
worth Building, Chicago, III. 


WANTED, experienced watchmaker; per- 
manent; ideal working conditions; good 
salary, commission if desired; an op- 
portunity worth investigating; write 
for details. Pfeiffer Jewelry Company, 
1810 Main St., Parsons, Kan. 














Essential Workers need Release Statomeny, 
—$—$—_ 


WANTED, first class watchmaker the 
one of the largest southern retaij 
ers; will pay $350 to $400 per month 

Tan 








permanent job for the right ma’ 
must be sober; apply by writing 4 
P. O. Box 3, Birmingham, Ala, 
—— ee 
JEWELER, jobbing and stone 
first class mechanic; permanent job 
assured; name your own wages; 
large Pennsylvania retail store, Aq 
dress “F., 5610,” care Jewelers’ (j, 
cular-Keystone. 











WATCHMAKER wanted; steady job 
ideal surroundings; pleasant wo: 
hours; salary $62.50 week, time and, 
half for overtime; give full particular, 
Le 2435 Washington Bivd., Ogde, 

tah. 








JEWELER, good ring maker capable ¢ 
making ring models for casted ring 
and assisting in managing shop; stay 
experience and where last emplo 
Address “S., 5564,” care Jewelers’ Hs 
cular-Keystone. 





WATCHMAKER wanted for permane 
position, must be capable and stead: 
salary $90 weekly to start; good w 
ing conditions; locat 10 miles fron 
Detroit. Write or wire Elson Jewelen, 
Ferndale, Mich. 


WATCHMAKER or second wath 
maker, good store; air conditioned, 
not a defense area; give 
tions, experience, references, salay 
desired. Fink’s Jewelers, Roanoke, 
Va. 











WANTED, good jeweler, stone settet, 
light special order work; only goo 
workman need apply; permanent; nam 
your own wages; transportation wil 
2 paid. Dunbar Jewelers, Yakim, 























WANTED, watchmaker and _ engraver; 
$75 week guaranteed and all overtim 
you want to make; plenty of god 
clean work in nice air conditioned store 
J. L. Albriton, 418 East Capitol, Jack 
son, Miss. 















WATCHMAKER;; experienced; pes 
nent position with old establishe 
firm; $100 per week; reference 
required; state when able to start 
S. Muchnick, 443 State St., Salem, 
Oregon. 


WATCHMAKER, permanent position 
A-1, experienced in high grade Am 
can: and Swiss watches, with old estab 
lished firm in the South at once. Appl 
to Box “M., 4889,” care Jewelers’ Cit 
cular-Keystone, 


WANTED front man, watchmaker» 
graver, and ring sizing; this position 
is permanent, not a war-time job; 
air conditioned store; pleasant w 
ing and living conditions. V. ¥. 
Vick, Columbus, Ga. 


WATCHMAKER, dependable and cap} 
ble; excellent opportunity; pl 
working conditions: permanent; 
age, qualifications and salary exp 
Address “J., 4321,’ care Jewelers’ Ci 
cular-Keystone. 


WATCHMAKER wanted for the trade 
excellent salary, ideal workin cond 
tions; good opportunity for the right 
man. Write or call M. Sacks, 
411, Jewelers’ Trade Bldg., 740 Sar 
som St., Philadelphia 6, Pa. 


SALESMAN-MANAGER wanted; t 
Rocky Mountain territory; heat 
quarters Denver, for whol 
watches, clocks, silverware, jewelry, 
diamonds. Address “D., 5637,” cart 
Jewelers’ Circular-Keystone. 
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HELP WANTED—Continued 











fusential Workers need Rel Stat t 


oo“ 





NT opportunity for salesman 
to make easy extra money by carrying 
fast moving item; man must 
ye good following and _be well estab- 
fished in and around California, <Ad- 
“C,, 5707,” care Jewelers’ Circu- 
Jar-Keystone. 
—_™ 
D at once, a second watchmaker 
who wishes to complete his training 
under a first class watchmaker; a 
young man preferred who is out of the 
; real good pay to the right per- 
gon. Sclove Co., Inc., 125 Summers St., 
Charleston, W. Va. 








SALESMAN wanted; Busch & Sons, an 
old established firm, offer an excellent 
opportunity to a salesman of initiative 
and interested in progressive advance- 
ment; please write or call for an inter- 
yiew. Busch & Sons, Inc., 875 Broad 
St, Newark, N. J. 





WATCHMAKER; immediate and per- 
menent for A-1 mechanic; excellent 
opportunity; pleasant working con- 
ditions; attractive salary; write par- 
ticulars. Rogers Jewelry Company, 
Cor. E. 4th and Prospect, Cleve- 
land, Ohio. 


WATCHMAKERS, jeweler; perma- 
nent positions now open for three 
experienced men with Arizona’s fin- 
est jewelry store; excellent opportu- 
nity to locate in modern, healthful 
community. I, Rosenzweig & Sons, 
Phoenix, Arizona. 


SALESMAN wanted; Pacific coast, 
southwest, middlewest; we manufac- 
ture a large line of stone rings, wed- 
ding rings, cocktail rings and mount- 
ings; excellent opportunity with a live- 
wire organization. Address “B., 5706,” 
care Jewelers’ Circular-Keystone. 








Essential Workers need Release Statemen:s 


Essential Workers need Release Statements 





WATCHMAKERS with years of experi- 
ence to repair railroad and fine pocket 
watches only; reliable, dependable, 
sober gentlemen who would be inter- 
ested in having permanently, the finest 
een of your life; investigate Shaw’s 

aster Watchmakers, Galveston, Texas. 





OPENING about September 15th for a 
wide awake, energetic, draft exempt 
man; one who can look after sales, 
advertising and help manage a_large 
store in a large city in the South; 
E ny - salary with bright future; must 
e top notch. Address “B., 5605,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER: A-1 mechanic; per- 
manent position; $85 weekly, 
straight time, all overtime work 
time and one-half or commission 
basis; average $130 week; plenty 
of material and work. Andersen’s 
Jewelers, Macon, Ga. 





OFFICE MAN with general experience 
in gold stone ring line; opportunity 
for man with ability to connect with 
well known New York manufacturer ; 
state age, salary and experience in 
detail. Address “P., 5575,” care Jewel- 
ers’ Circular-Keystone. 





WANTED A-l watchmaker who can 
estimate, also plain engraving, but 
not necessary, in one of the best 
equipped repair shops in the north- 
west; this is a permanent position 
to right man; $75 per week, plus 
bonus; references required. Harry 
Miller, Bozeman, Montana. 


WANTED, experienced jeweler for siz- 


ing and setting; position offers un- 
limited possibilities for good man; sal- 
ary or 50% commission, whichever 
you prefer; permanent locality in Fort 
Worth, Texas; give full details as to 
ability, references and salary desired. 
Address “H., 5597,” care Jewelers’ Cir- 
cular-Keystone. 





E 


; 


XPERIENCED watchmaker wanted 


by clean, modern, reliable firm; fine 
permanent position, very good work- 
ing conditions, salary $75 to $100 
week; write particulars; start July 
lst or July 15th; essential workers 
need release statements. Way’s 
Jewelry Store, 108 Main St., Bata- 
via, N. Y. 





JEWELRY salesmen ; 


unusual opportu- 
nity now open in two territories, Pitts- 
burgh and Cleveland, for salesmen to 
sell a popular priced jewelry line for 
a prominent wholesale house selling 
nationally advertised jewelry; men to 
be considered must have a good follow- 
ing and sales offices in the above ter- 
ritories. Address “C., 5677,” care 
Jewelers’ Circular-Keystone. 





JEWELRY buyer, 


able to merchandise 
popular price chain credit jewelry 
stores in Detroit, Mich.; must have ex- 
cellent contacts and thorough knowl- 
edge of all types of merchandise; top 
salary with employment’ contract; 
state age and experience last 10 years. 
Address “B., 5590,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, watchmaker, dependable and 
capable; in southern California near 
San Diego; not war time job ‘to right 
party; pleasant working conditions; 
good commission; references as_ to 
ability and integrity required. Address 
ON oo 572,” care Jewelers Circular- 
Keystone. 








WATCHMAKERS; permanent posi- 
tions in large department store; 
$100 per week, plus commission; 
must good; younger men pre- 
ferred; this will pay to investigate; 
write to Jewelry Department, C. C. 
Anderson Company, Boise, Idaho. 


WATCHMAKER wanted by old reliable 
concern in clean up-to-date town in 
the health spot of Texas; exce!lent 
climate for out of doors recreation the 
year around; position permanent with 








salary. H. Krezdorn & Sons, 
eguin, Texas. 
WANTED, experienced jewelry sales- 


man; permanent position with old es- 
tablished credit jewelers; modern store 
doing large volume; must be settled, 
industrious and progressive; state ex- 
perience, qualifications and references. 
Royal Jewelers, Knoxville, Tenn. 








WANTED, first class watchmaker; per- 


manent position; ideal conditions; 
air conditioned store; excellent pay; 
in one of Tennessee’s leading jew- 
elry stores; give full particulars in 
application. Address “R., 5576,” 
care Jewelers’ Circular-Keystone. 





EXPERIENCED salesman for large 


retail credit jewelry store; perma- 

nent position; pleasant surround- 

ings, reply stating age, experience 

and salary desired. Whalen Jewelry 

Company, 385 Main St., Worcester, 
ass, 








AGGRESSIVE advertising and merchan- 


dise manager; position open with well 
established medium size wholesaler for 
man with vision who is looking for a 
Position with a future; all replies 
strictly confidential. Address “S., 5662,” 


care Jewelers’ Circular-Keystone. 





EXPERIENCED watchmaker wanted 
by clean, modern, reliable firm; 
fine, permanent position, very good 
working conditions; salary $85 to 
$110 a week; write particulars. 
Leon Rubin Jewelry Co., East Liver- 
pool, Ohio. 





DIAMOND ss setter-jeweler, combination 
man for southern manemeterns com- 
pany; 99% new work from dies in gold 
and palladium; full time employment; 
city of 4000; fine working conditions; 
state salary desired and references in 
first letter. Address “P., 5699,” care 
Jewelers’ Circular-Keystone. 





WANTED, good jewelry repairer, also 
one manufacturer of special orders 
and diamond setter: will pay excel- 
lent salary if capable; good climate 
all year around and low cost of liv- 
ing; firm established for 32 years; 
give reference and salary expected. 
A. N. Lombardi, 104 San Francisco 
St., El Paso, Texas. 


EXPERIENCED watchmaker; perma- 
nent position to qualified man, 
good salary and working conditions; 
basic week 40 hours, considerable 
overtime if desired; replies strictly 
confidential. Granat Bros., Exec. 
Offices, 2390 Mission St., San Fran- 


cisco, Cal. 


WANTED; jeweler who can set stones 
and do general repair work; this is 
a permanent job and will pay a 
good salary after the war; this is 
for a store in middle Tennessee that 
has been in business over 85 years; 
essential workers need release state- 
ments. Address, “A., 5456,” care 
Jewelers’ Circular-Keystone. 











WATCHMAKER; $100 per week, 8 hour 


day, to capable, draft exempt man de- 
siring to live in Los Angeles, Calit., 
where living costs are lower; ideal all 
year around climate; pleasant work- 
ing and living conditions: steady posi- 
tion; plenty of watch material; state 
age and references; all correspondence 
treated confidentially. M. Rhein, 827 
W. 43rd St., Los Angeles, Calif. 





WANTED; two A-l_ watchmakers; 


these jobs are permanent and will 
pay good salaries after the war; 
must .be first class mechanics; this 
is for a store in middle Tennessee 
that has been in business over 85 
years; essential workers need re- 
lease statements. Address, “W., 
5455,” care Jewelers’ Circular-Key- 


stone. 





WATCHMAKER; 


firm established 
1908; heart Rogue River Valley 
(20,000 population) famed for 
hunting and fishing; delightful 
place in which to live; salary or com- 
mission; real business opportunity 
for good man; give references, age, 
experience. Lawrence’s Jewelry, 8 
No. Central, Medford, Oregon. 





WATCHMAKER, capable of repairing 


railroad work; also second watch- 
maker or combination man; per- 
manent positions, 48 hour week, 
plenty of high grade work; pleasant 
working conditions; good salary and 
future opportunity; newly remodel- 
ed old established store. Cassidy’s, 
Canton, Ohio. 





WANTED; assistant to owner; splendid 


permanent position in mid-west mod- 
ern store for man experienced in all 
phases of the retail credit jewelry 
business; $100 per week; must be 
capable and willing to work for ad- 
vancement; give full information in 
first letter as to qualifications, experi- 


ence and age; confidential. Address 
“L., 5653,” care Jewelers’ Circular- 
Keystone. 
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HELP WANTED—Continued 








Essential Wotkers need Rel. 








SALES promotion man for important 
eastern chain of installment jewelry 
’ stores; must be thoroughly experi- 
enced and capable of handling a 
business running into seven figures; 
give complete details and salary re- 
quirements; strictly confidential; 
our organization knows of this ad- 
vertisement. Address “J., 5546,” 
eare Jewelers’ Circular-Keystone. 





JEWELER to take over and operate re- 
pair shop of 75-year-old Minnesota 
firm; no investment necessary ; we sup- 
ply everything, including equipment, 
materials and office facilities; guaran- 
tee ample desirable work; opportunity 
for good mechanic to have his own 
manufacturing jewelry business when 
the war ends; state exactly what you 
can do. Address “A., 5706,” care Jewel- 
ers’ Circular-Keystone. 





FOREMAN; fine position with unlimited 
possibilities open with outstanding 
New York manufacturer for man who 
is thoroughly experienced in the gold 
ring line; must be efficient and capable 
to handle men, know production and 
assembling and be familiar with cast- 
ing; state salary, experience, etc., in 
detail. Address “D., 5607,” care Jewel- 
ers Circular-Keystone. 





MANUFACTURERS of an excellent 
line of ring ensembles mounted and 
mountings, diamond wedding rings, 
up-to-date watches, watch attach- 
ments and earrings, wish salesman 
to cover the middle west, also one 
for the west coast; must have wide 
retail following; essential workers 
need release statements. Address 
“C., 5606,” care Jewelers’ Circular- 
Keystone. 





DIAMOND setter, 40 to 50 years old; 
experienced in melee setting and 
center stones; also combination jobber 
from 40 to 50 years old, capable of 
doing all repair work and _ setting 
colored stones; will pay railroad tare 
to and from destination; one of the 
best known firms in the middle west; 
modern up-to-date shop and best cf 
working conditions. Address a, ¢ 
5596,” care Jewelers’ Circular-Keystone. 





PERMANENT and_ée splendid positions 
open for dependable, honorable, sober 
gentlemen as watchmakers, also jewel- 
er and engraver; highest top salaries 
paid for your ability; exclusive repair 
store enjoying the finest watch repair 
business; street location; skillful 
watchmakers who can complete repairs 
in first class order; take time to in- 
vestigate. Shaw’s Master Watchmak- 
ers, Galveston, Texas. 





SALESMEN wanted for outstanding 
line sterling silver costume jewelry, 
pins, earrings, bracelets, etc., for 
the retail jewelry trade, high grade 
specialty shops, department stores; 
several established territories open; 
write fully, stating territory covered; 
immediate reply assured: commis- 
sion basis; essential workers need 
release statements. Address, “G., 
5463,” care Jewelers’ Circular-Key- 
stone. - 








Essential Workers Need Rel 








JEWELER and engraver of experience 
and own your tools, we offer you the 
best position you ever had, or will 
have, tor your services to operate this 
department, with a guaranteed salary 
$75 weekly and one half interest in 
the weekly net profits; just like hav- 
ing your own business; more work 
than two men can take care of year 
round; street location; plenty of work- 
ing space. Shaw’s Master Watch- 
makers, Galveston, Texas. 





WATCHMAKER, experienced in R.R. 
work; one looking for a permanent 
place; prefer man with managerial 
ability, able to meet the public and 
sell if necessary; he will have the op- 
portunity if he cares to invest in busi- 
ness, which is up-to-date, old estab- 
lished, has always made money, al- 
though it is not necessary for him_ to 
make investment; salary starts at $80 
per week; for further information ad- 
dress Geo. W. Taylor Co., Inc., William- 
son, W. Va. 





WATCHMAKER; expert for watch 
work only; progressive, old estab- 
lished firm in southern city of 50,- 
000; permanent position; salary 
$75, plus unlimited overtime as de- 
sired; must have own tools; meeting 
customer traffic not required; give 
references, age, experience and 
where connected during past 10 
years; essential workers need release 
statements. Address “P., 5560,” 
care Jewelers’ Cireular-Keystone. 





SALESMAN wanted by manufacturer of 
an outstanding sterling silver costume 
jewelry line; must have established 
following with retail jewelers and de- 
partment stores; territories open, West 
Coast, Middle West, Southern and 
Eastern states; commission basis; ex- 
cellent present and post-war opportu- 
nities; replies will be held in _ the 
strictest confidence. Address “E., 5639,” 
care Jewelers’ Circular-Keystone. 





FOUR SALESMEN of proven ability and 
experience to represent a large jewel- 
ry manufacturing company contacting 
wholesalers and jobbers in the middle 
west, southern and eastern states: 
articles consist of silver and _ geld 
enamel charms that are movnble. 
earrjngs, etc.; previous activities must 
comprise a well rounded sales back- 
ground, a producer, and worker; sub- 
stantial remuneration on a fixed basis 
guaranteed; earnings unlimited. Ad- 
dress “T., 5623,” care Jewelers’ Circu- 
lar-Keystone, 





OPPORTUNITY; southern watch- 
maker or combination man; _per- 
manent, best possible proposition; 
guarantee and commission; also 
have excellent opportunity available 
for experienced assistant manager 
or manager for new modern budget 
store; no Borax; salary and percent- 
age; very pleasant living conditions; 
future limited only by your ability; 
give all details; references, etc. first 
letter, photo desirable. Essential 
workers need release statements. 
Write M. J. Savelle, Jeweler, Al- 
bany, Ga. 





For Sale 


"Stores, Stocks and Busleemes 


Minimum charge (25 words) § 
Additional words, 5 cents a wor) 


JEWELRY stock and fixtures for 
inventory approximately $13,000; 
$9,500. Address “M., 5685,” care J 
ers’ Circular-Keystone. 


STORE for sale, southern Califo 
population 10,000 surrounding 
munity; write for particulars. Ad 
“B., 5620,” care Jewelers’ Cirey 
Keystone. 


FOR SALE jewelry store; going } 
ness, plenty of repair work, located 
one of the best towns in south 
Ohio for ninety (90) years; 
ably priced for cash. F. A. Bixby, 
South Third St., Ironton, Ohio. 


SUCCESSFUL jewelry and optical gs 
for sale as a going business; 
about $10,000 yearly which can be 
creased; low rent, long lease; 
location in town; no competition; | 
government Arsenal and army 
nearby ; inventory and 
about $5,000; owner wishes to retin 
asking $6,500, or best offer. Dr. Go 
459 Main St., Metuchen, N. J. C 
phone, don’t write. 


FOR SALE modern jewelry store, 
lished 38 years in county seat of 
ern Washington; choice location 
town of about 3000 and a center 

















will sell all stock, fixtures, 
equipment at invoice (about $15, 
one-third down, balance on time 
handle; excellent opportunity to 
over well established profitable bi 
ness; I am retiring. O. C. Glaser, 
706, Colfax, Wash. 

JEWELRY STORE for sale; im 
diate action; established 56 year 
best location in city of 7000 poy 
lation northern Missouri; ann 
sales volume exceeds $65,000, 
which two-thirds is cash, one-th 
regular charge accounts; jewel 
and watch repair business excee 
$1,000 per month; rent $100 p 
month; advertising cost less th 
one-half of 1%; fixed overhead a 
penses, rent, light and heat less 
2% of sales; complete well balane 
stock; exclusive lines Bulova, G 
and Longines watches; Gorh 
Towle, Wallace and Lunt sterling 
Fostoria Crystal; Syracuse 
Spode china; marble base a 
tive display windows cost $2,75 
modern fixtures consist of 8 
cases and 9 floor cases includiy 
a horse shoe case; 12 new f 
light fluorescent light fix 
$450 electric street clock; 
burglar and fire proof safes; m¢ 
ern cash register; very compl 
ly equipped shop, $37,000 tak 
everything, including good acco 
of $3,000 and all  undelive 
repairs, material and many ott 
items too numerous to mentio 
with just a small increase in sales 
the buyer of this business co 
have the major portion of his 
vestment returned the first 
from the net profit; our only 
son for not giving our name or 
we are too busy to be annoyed 
auctioneers, sharp-shooting 
buyers or high pressure sales 
moters; we want a buyer who 
continue to rent the building 
carry on as we have; this store h# 
never been offered for sale; in 
tigation will reveal this business hi 
made it possible for us to retire 
enjoy in comfort a well earned re 
Address “D., 5709,” care Jewel 


Circular-Keystone. 
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For Sale 


Tools, Equipments, Merchandise 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LINDEN straight iine brocade machine 
in very good operating condition, jewel- 
ers wire bull block; Zeh & H. circular 
shear; sifting box; engine turning 
lathe, Thurston router. Joseph Wein- 
stein, 558 Franklin Ave., Nutley, N. J. 
Nutley 2-1699. 








Business Opportunities 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 





| —— ae 


ONE 4” 
horse power 


hand rolling mill; one half 
Oliver polishing motor 





double spindle. H. F. Turner, 1004 
Grace American, Richmond, Va. 
FOR SALE; watchmaker’s lathe and 


some bench tools; in good condition; 
Philadelphia, Addyess “O., 5658,” care 
Jewelers’ Circular-Keystone. 








FOR SALE, jewelry salesman’s traveling 

trunk, Crouch & Fitzgerald, in good 
condition; very reasonable. Address 
“H,, 5542,” care Jewelers’ Circular- 
Keystone. 








FOR SALE; centrifugal casting outfit, 
complete in every detail; will sell com- 
plete only; list of items and price fur- 
nished on request. Address “L., 5550,” 
eare Jewelers’ Circular-Keystone. 





DOUBLE buffing machine complete with 
suction blower and dust receptor; ex- 
cellent condition; direct current mo- 
tors. John Jay Bauer Co., 157 E. 51st 
St. New York City. Plaza 3-8468. 





FIVE Elgin, Waltham, Illinois or Hamp- 
den 18 size movements for material 
$6; three 16, 12 or 0 size $6; 500 
imitation stones for repairing jewelry 
$2. B. Lowe, Box 311, St Louis 1, Mo. 





REGULATORS, 1 pr. Oxweld R8 one 
gauge set $20.00; 1 pr. K. G. two 
gauges heavy duty $30.00; fair condi- 
tion. H. J. Smith, 98 South St., Oyster 
Bay, N. Y. 





DIAMONDS; four points to four karats; 
Hold-on clutches; second hand wrist 
and pocket watches; ring and watch 
— Pollack, 95 Bowery, New York 

ty. 





MANUFACTURERS of 10K and 14K 
French screw back findings for un- 
pierced ears and 14K hand made baby 
signet rings. Joseph Ring Co., Inc., 
93 Nassau St., New York City. 





STONE RINGS (200) ladies’ and gents’ 
in yellow and white gold; well made, 
desirable, not all modern; also (10) 
gold cameo brooches (large). Frank 
J. Nauheimer, 21 Maiden Lane, New 
York City. 





NEW AND USED wheel cutters; slide 
rests; lathes and attachments; casb 
paid for used watchmakers’ lathes 
and attachments. R. P. “Dick” 
geles, Cal. 





FOR SALE; kiln, used for decorating 
and baking china and glass; kerosene 
Oven size 18x16x22 inches; cheap. 
operated, can be converted to gas; 
tage Bros., 1850 Cleveland, Granite 

y; > 





ONE DOZEN Ingersoll pocket and wrist 
Watches, not. running $9; five Swiss 
wrist watches in white cases 6%4L., 
6%L., 10%L and baguettes $15; two 
gross new watch crystals $3.25. B. 
Lowe, Box 311, St. Louis 1, Mo. 


WATCHMAKER’S lathe (Stark, Wal- 
tham) used, in good condition; com- 
Plete set of collets, wheel chucks, etc., 
slide rest, pivot polisher, countershaft, 
motor, jeweling tool, face plate on 
extra spindle; $275. Address “R., 
5561,” care Jewelers Circular-Keystone. 








CELLULOID ring tags; blue, green or 
white; ladies $5.50; men’s $5.75; for 
large wedding or cocktail rings $5.90; 
children’s $4.75; white tags $1.00 less 
per 1000; scratch pen or pen and ink 
included; packed 1000 to box. E. S. 





Pergament, 3224 Grand Concourse, 
Bronx 58, New York City. 

MODERN jewelry store, northeast 
Ohio, population 300,000; mer- 


chandise clean, fixtures and store 
front practically new; exceptional 
opportunity; very profitable opera- 
tion; full information available to 
principals. Address “M., 5555,” 


eare Jewelers’ Circular-Keystone. 


12 AMERICAN movements for parts $12; 
12 Swiss movements for parts $9; mis- 
cellaneous material from watches 
$3.25; Ingersoll watches and miscel- 
laneous parts included for your re- 
pairs; our assortment $5; antique 
movements each 25c. Write for price 
list on better grade movements needing 
some repair. White’s Jewelers Ex- 
change, Room 323, Holland Bidg., 
211 N. 7th St., St Louis, Mo. 


CLOSING OUT 3000 gross of latest 
fancy shaped watch crystals, fin- 
ished and unfinished, in men’s and 
ladies’ numbers, military and flat, 
all at $3 per gross; also latest num- 
bers in extra heavy colored and 
white, military and flat, finished 
and unfinished, all at $6.50 per 
gross. Jay-Arr Products, 41 Maiden 
Lane, New York, N. Y. 


PRACTICALLY new Kingsley gold 
stamping machine with extra attach- 
ments, equipment, value $250; the 
following merchandise for gold stamp- 
ing: 260 Gay cocktail napkin sets, 
wholesale value $130; 30 playroom en- 
semble sets value $27.00; 20 Victory 
guest towel sets value $6.00; 30 rumpus 
room ensemble sets value $18.00 (all 
manufactured by Monogram Com- 
pany); 40,000 package book matches, 
no printing, color scarlet, black, royal 
blue and dark green $120.00; every- 
thing is quoted at wholesale cost and 
was bought in quantity lots; price for 
quick sale $400. J. L. Burgess, P. O. 
Box 2321, Orlando, Fla. 


JEWELERS! read carefully; this is im- 
portant; in stock for immediate de- 
livery watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business stationery: window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; .printed sup- 
plies of every description; 31 E. 22nd 
St., New York 10, N. Y.; estimates 
given; write for samples; a good house 
to get acquainted with; U. S. parcel 
post delivery service, makes us your 
ye ove oa neighbor. Phones Algonquin 


IMMEDIATE delivery; Swiss stems, 
each in separate envelopes; 72 Quick- 
Fit numbers, includes Bulova, Gruen, 
A.S., ete; six dozen $12.98; 1 each 
stems, 24 sizes for Elgin, Waltham, 
Hamilton, Illinois, 4 Ligne to 6/0, two 
dozen $4.49; yellow or pink 14K G. F. 
wrist crowns, asst. taps, sizes, 3 doz. 
$4.49; 1 each 72 most used curved 
Federal brand fancy glass crystals, 
six doz. $8.82; 1 each 18 best sizes 
convex clock glass, 1% doz. $2.59; 
100 American pocket watch stems, 0 
to 18 size, $1.69; 100 case screws, 0 
to 18 size, 79¢; 100 different sizes 
Miconcave crystals, wrist to 18 size 
$1.98; 100 Genevas $1.98; 25 American 
balance jewels in settings, 0 to 18 size 
$2.19; 100 H. & M. hands, wrist to 18 
size 87¢; remittance with order. Beck 
Bros., Lau Bldg., Ft. Wayne, Ind. 




















EVERY EFFORT is made by The Jewel- 


ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish: trade references. <An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





WANTED to purchase small 


jewelry 
store in the midwest. Address “P., 
5659,” care Jewelers’ Circular-Keystone. 





WANTED watchmaker or business man 


in similar line to share window and 
office space. Address “K., 5683,” care 
Jewelers’ Circular-Keystone. 





GORDON BROTHERS, cash buyers of 


complete jewelry stores and surplus 
stock; for details see our advertise- 


ment page 45. 





CASH for diamonds, watches and jewel- 


ry; established 37 years; send —- 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison &t., 
Chicago, Ill. 





WANTED to buy small jewelry store ur 


repair shop; prefer North Carolina or 
Virginia; state all particulars in your 
reply. Address “S., 5577,” care Jewel- 
ers’ Circular-Keystone. 





HIGHEST cash prices paid for surplus 


or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. 





JEWELRY concession for lease in de- 


partment stores; prefer concern now .. 
operating similar section in department 
stores. Address “T., 5565,” care Jewel- 
ers’ Circular-Keystone. 





COLMES  BROS.; 


eash buyers of 
jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





SAMUEL GANSBERG will 


buy your 
surplus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; 
bank and trade references of the high- 
est character. Write 15-17 Maiden 
Lane, New York. Telephone, Rector 
2-5928. 





JACK M. WERST will pay you spot 
cash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton. Ohio. 





NAT LEHRER will buy for cash, your 


jewelry store complete or any part 
thereof; my direct connections for 
outlet enables me to pay the best 
prices; all communications held con- 
fidential; bank trade references; write 
or phone, 132 Hester St., New York 
City; phone Canal 6-4742, night phone 
Tivoli 2-3715. 








JEWELRY stores and stocks bought for 


cash, any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will amaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936. 


(Continued on page 258) 
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Business Opportunities 





(Continued from page 257) 





WISH to sell good live and going 
jewelry business in busy railroad 
and agricultural town of northwest 
Texas; business has railroad watch 
inspection, is only jewelry business 
in town and has the best location in 
town; rent reasonable; details on re- 
quest. Address “S., 5622,” care 
Jewelers’ Circular-Keystone. 





ARE YOU GOING out of business? I 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 
— 5 S. Wabash Ave., Chicago, 





WOULD you like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock would be closed out at a net 
profit of at least 80% above the 
actual wholesale cost? Our service 
will also dispose of your fixtures, 
good-will, material, accounts, and 
lease at a price far beyond your ex- 
pectation; write us for complete de- 
tails, you will not be obligated by 
so doing; references from many 
jewelers who have used this service 
recently will be sent you along with 
unquestioned bank reference. Write 
at once to McRae & Shaw, Sixth 
Floor, 168 N. Michigan Ave., Chi- 
cago, Ill. 








Wanted to Biisthiage 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WANTED to purchase watchmaker’s 
tools. Howard Senn, 1326 Brick St., 
Burlington, Ia. 


PANTOGRAPH machine two or three 
dimensional machine, any size. Comet 
Engraving Co., 123 South Laflin St., 
Chicago, Ill. 


WANT TO BUY jewelry store for cash, 
in small town up to 50,000 population. 
Address “L., 2513,” care Jewelers’ Cir- 
cular-Keystone. 


WANTED; any kind of diamond jewel- 
ry; send us yours for an offer. S. 
Levinson, Cor. Liberty Ave. & Wood 
St., Pittsburgh, Pa. 


WANTED to purchase well located jewel- 
ry store in town of 10,000 or larger 
in East Texas, Louisiana or Mississippi. 
Box 1311. Alexandria, La. 

‘WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. rnest Linick, 29 E. Madison 
St., Chicago, Til ‘ 

‘WANTED watchmaker’s lathe, chucks, 
motor, K. & D. staking tool and Victor 
engraving block: give full details. 
J. Hooley, 2105 Main St., Peoria, 























WANTED to buy jeweler’s tools, en- 
gravi block and tools; Goodall elec- 
tric soldering machine; state price and 
description. Address “K., 5668,” ‘care 
Jewelers’ Circular-Keystone. 





ESTABLISHED silversmith wishes to 
purchase good flatware dies and presses. 
or will enter into mutually beneficial 
arrangements with firm controlling 
same; what have you to offer now. 
Address “N., 5573,” care Jewelers’ Cir- 
cular-Keystone. 


WILL PAY ceiling prices for one set of 
triple gear Oliver hand flat rolls, 
square rolls, ring bender, cutter, oxy- 
gen gauge, or any shop equipment; or 
a complete shop and material; will 
make trip if not too far. Write, wire 
or call. S. W. Hora, Box 436, Mem- 
phis, Tenn. 








MODERN jewelry store fixtures, part or 
complete, no set too large; purchase 
your entire business; we are not stock 
buyers or interested to establish branch 
stores; remodeling our building now, 
unable to secure new fixtures; every 
purchase moved to Shaw’s Jewelry Co., 
Galveston, Texas, 








Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SPECIALIZING in repairing of chrono- 
graphs and all kinds of fine watches 
for the trade. I. Altay, 22 W 48th St., 
New York 19, N. Y. 


ELECTRIC clocks all makes expertly 
repaired; authorized Sessions ser- 
vice; prompt, dependable. K. I. 
Cathers, 770 S. 19th St., Newark 3, 


e Jj. 

CLUCKS repaired, all makes, foreign 
and domestic, spring weight and elec- 
tric; prompt service; work guaranteed. 
Gem Clock Service, 1344 W. Division 
St., Chicago 22, Ill. 


EFFICIENT and accurate watch repair 
service, odnly accounts desiring gvod 
work solicited; all work strictly C.O.D. 

oe 71 Nassau St., New York 


RELIABLE watch repairing for the 
trade since 1921; efficient -depend- 
able mail service. Standard Watch 
ey 949 Broadway, New York 


WATCH REPAIRS for the trade; fast, 
reliable service by an expert watch- 
maker; A-1 references; prompt atten- 
tion to mail orders. H. D. Vickers, 
Box 851, Overton, Texas. 


SWISS-AMERICAN watches repaired 
for trade; fine work guaranteed; 
prompt service for out-of-town stores; 
for further information address “H., 
5663,” care Jewelers’ Circular-Keystone. 


FIRST CLASS watch repairing; only 
good work desired; good service; 17 
years’ experience; for information 
write “L., 5669,” care Jewelers’ Cir- 
cular-Keystone. 

WATCH repairing efficiency done by ex- 
perienced watchmakers; mail work 
handled promptly; all work guaran- 
teed; for further information write 
Herman Windolph, 1548 W. Belmont 
Ave., Room 209, Chicago, Ill. 

WATCHMAKERS (three) New York 
City, willing to do work for the trade; 
good references; prompt deliveries; 
for further information address “L., 
5529,” care Jewelers’ Circular-Key- 
stone. 

FINE watch repairs by able craftsman, 
identified with watch repairing for 25 
































years; best references; work guar- 
anteed: mail orders’ invited: for 
further information address “Box R., 


5422." care Jewelers’ Circular-Keystone. 


IF YOU ARE looking for a _ reliable 
place to send your repair work, we 
offer a service of the highest quality 
and guaranteed Snes * we have 
many satisfied customers all over the 
country; our work is completed within 
two or three weeks; price list sent 
upon request. Dependable Watch Co., 
1472 Broadway, New York 18, N. Y. 








—_—_—_—_—_—_—_____.. 
Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.59 











Additional words, 5 cents a word 
—— 
POLISHERS and lappers, experts op 


gold and platinum jewelry; can handle 
any amount of work; prompt se 
guaranteed. Edward Horowitz, 62 w 
47th St., New York. Lo 5-8455. 4 
JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Brea 
505 Arcade Bldg, st 





Jewelry Co., 
Louis, Mo. 


DO YOU do optical work? Let us help 
you.; send us your customers’ broken 
lenses, frames, prescriptions, etc.; we 
repair and mail the same day; trade 
prices. Industrial Optical Co., 136 Ful. 
ton St., New York 7, N. Y. 

PEARL and bead stringing; 24 hour 
service; genuine and cultured pearl 
necklaces our specialty; gold and silver 
clasps always in stock. American Bead 
& Novelty Co., 71 Nassau St., New 
Tern 7%, Ie Zs 














Wanted to Rent 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





WINDOW end office space for watch- 
maker, preferably Rockefeller Center 
or 47th St. location. Address “L, 
5684,” care Jewelers’ Circular-Keystone, 

FLOOR SPACE wanted in modern 
building in midtown jewelry sec 
tion, approximately 2500 square 
feet; will take over sub-let, lease 
or sign a new lease; building to be 
located preferably between 46th and 
51st Sts. on Fifth Ave., or west of 
Fifth Ave. Address “H., 5313,” 
care Jewelers’ Circular-Keystone, 








Patents 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 





PATENT your good ideas; send me your 
simple sketch or model: free con- 
fidential advice-literature ; register your 
trademarks. Z. H. Polachek. registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 








Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words. 5 cents a word 





LEARN WATCH repairing by doing it; 
thorough training under expert in 
structors. For information write Stand- 
ard Watchmakers Institute, 
Broadway. New York City. 


WATCHMAKERS: increase your ability) 





through the highly recommended books; 


“Rules and Practice for Adjusting 
Watches” and “Practical Balance a 
Hairspring Work" by Walter Kleinlein. 
Your jobber or trade journal. 
RUSTED MOVEMENTS taken apart 
easily; rust removed from parts 
without damage to finish; full % 
pint “Jarene” only $3.50; free de 
livery; send check or M.O.:; money 
back guarantee. U. S. Detergents 
Co., 315 E. 91st St.. New York City; 
member Jewelers Board of Trade. 
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‘Manufacturers’ News 








New Handy and Harman Leaflet 


Discusses Silver Brazing Alloys 


The new four-page leaflet just issued 
by Handy & Harman on their Sil-Fos 
and Easy-Flo brazing alloys is an in- 
teresting and dramatic presentation of 
the important role that is being played 
by these versatile materials in speeding 
and increasing the output of a wide 
variety of essential equipment for the 
armed forces from ocean going ships to 
tiny electrical devices. 

A copy may be obtained by dropping 
a line to Handy & Harman, 82 Fulton 
St, New York 7. 





Gruen Gets New Stylist; 
New Advertising Manager 

Maurice Merz of New York has joined 
the executive staff of the Gruen Watch 
Co. as Production Manager, it has been 
announced by Benjamin S. Katz, presi- 
dent. Mr. Merz, who assumed his new 
position on June 16, will be responsible 


MAURICE MERZ 


. will style 
Gruen line 





for the creation and control of merchan- 
dise and for the styling of the Gruen line. 

Mr. Merz is well known to the jewelry 
industry through his long experience in 
the watch business in which he has been 
actively engaged for 26 years, dealing 
with various phases of manufacturing 
operations. 

The appointment of Bernard M. Kli- 
man as Advertising Manager of the 
Gruen Watch Co., effective July 10, has 
also been announced by Mr. Katz. Mr. 
Kliman’s business background includes 
more than 18 years of specialized trade 


B. M. KLIMAN 
- + « joins Gruen 








promotion and merchandising experience. 
During this time, Mr. Kliman headed 
his own advertising agency, successfully 
handling the merchandising and promo- 
tion for many leading organizations in 
varied fields, and for the last nine years 
has been advertising and promotion man- 
ager for Loomcraft products, New York. 
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SWANK TO SELL DIRECT TO RETAILER 











Among those who attended the meeting of Swank Sales Evecutives were: (Sitting |. to r.)— 
Milton Weiss, S. M. Stone, J. Carl Bagnall, Maurice C. Heller, J. L. Grant, Alfred J. Silben 
stein; (Standing |. to r.)—Phil Rosenberg, Charles Taylor, Harris J. Shaeffer, Arthur Rosen 
berg, Harrison Zeman, Bob Goldin, Maurice Rosenberg, Joe Fox, A. C. Lavick, Louis 
Pedralie, Jim Westbrook, Tom Press, Harold Straus, Albert Heller, Charles Rosenwalke, 


Carrying out a decision made at its 
annual meeting, Swank, Inc. has an- 
nounced a change in its method of dis- 
tribution, effective July 1. Hereafter, 
instead of selling through wholesale 
houses, the Swank line will now be sold 
direct to the retail jeweler. Sales rep- 
resentatives are now in the field operat- 
ing from the six branch offices in New 
York, Chicago, Boston, Philadelphia, Los 
Angeles and San Francisco. 

In commenting on the new policy, J. 
Carlton Bagnall, executive vice president 
and general manager said: “For many 
years we have entrusted the distribution 
of Swank to the retail jeweler through 
a selected list of jobbers. No manufac- 
turer could have been more fortunate 
in enlisting the cooperation of so many 
splendid wholesale houses. We have, how- 
ever, come to realize the futility of try- 
ing to adequately distribute a line such 
as ours in this manner. 

“The market for men’s jewelry has 
grown to such proportions and the poten- 
tialities are such that it demands our 
direct contact with the retail jeweler. 
Our specialized knowledge, merchandis- 
ing experience and the service facilities 
of our national organization, we feel, will 





materially aid them in obtaining the 
maximum benefits.” 

Retailers have been advised that direct 
representatives will service them with 
the new holiday lines and explain the fall 
national advertising and dealer service 
promotion material. A special presenta- 
tion has been prepared detailing the rea- 
sons for the change in policy and urging 
dealers to concentrate their men’s jewel- 
ry merchandising on the Swank line. 
Wallets and other leather goods acces- 
sories are now made available to the 
retail jeweler through the new arrange- 
ment. 

Preliminary to a series of district sales 
meetings at the various branch offices, 
a general conference of Swank executives 
and sales representatives was recently 
held at the company’s headquarters at 
Attleboro, Mass. 

New techniques in the manufacture of 
the company’s war products and jewelry 
were shown and explained, and present 
and future sales and advertising policies 
were outlined and discused, including the 
forthcoming advertising campaign which 
provides for insertions in color in 11 of 
the leading national magazines. 





Kassoy Plans Post-War Expansion 


An ambitious program of post-war ex- 
pansion has been announced by I. Kassoy, 
7 West 45th St., dealers in diamond 
papers and suppliers. Direct branches 
will be opened directly after the war, 
says Mr. Kassoy, in Antwerp, London, 
Amsterdam, and Paris, with agents in 
Johannesburg, Rio de Janeiro, Caracas, 
Havana, Montreal and San Francisco. 

Stocks are now being accumulated for 
this post-war expansion, and further 
supplies will be added as soon as they 
are obtainable, including papers, loupes, 
tweezers, scales, and cutting and polish- 
ing equipment. 

Catalogs are to be issued in English, 
French, German and Spanish. 





Sternberg Joins Roselaar 


Harold Phillips, sales manager of 
Louis A. Roselaar Co., has announced 
the appointment to an executive sales 
post of Lester Sternberg who has been 
sales manager for Jennings Silver Co. 
for the past 12 years. 

It was also announced that Jack Snyder 
will continue to cover the Middle West; 
Morris Miller the Pacific Coast; and 
Harry Herman the states of Pennsyl- 
vania, Ohio, Maryland and Indiana for 
the makers of Multi-Facet diamond 
rings. Mr. Phillips will continue to 
travel New England and New York 
State, and Mr. Sternberg, who is presently 
making his headquarters at the firm 
offices in 551 Fifth Ave., will take over 
the territory from Virginia to Texas. 
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Bulova Reports Outstanding Yegr 


A year of record business and profy§ Di 
is set forth in the annual report gf pan) 


Speidel Announces National Cam- 
paign; Re-Aligns Sales Organization 
Speidel Corporation, one of the “old- 


timers” in the jewelry manufacturing in- Jp tont _—_ tpl ci ‘ Aare pe 
dustry, whose slogan is “jewelry for ro So a saad & the 12 montiy et 
years to come,” in formulating its policies wee Marc ieee Pm i a 
for the post-war period, announces the Net income . amountel fC 

opening of a national advertising cam- to yg ms gc — compere ba 
paign in a substantial list of the leading ye gg ing Fe A tdlnn ese = edi Or 
popular national magazines to help ac- and $1,287,089, respectively. Ea en 


quaint consumers with the fine quality of 


merchandise and the new and attractive per share for the period just ended wen} 





patterns that Speidel has been working oe Dieiiaeds paid emeanted ae 
so hard to prepare for post-war business. : 

For, along with all the war work that it pha pan seni Die added to surplag ie 
has been doing, Speidel has been plan- 7 Mt Si - SUTTON cans ’ 
ning and designing a new and even more t “A B nae a a arog veal 
attractive line of merchandise, which 0 e boar r po mi Des 


the war work the company is doing, told 
of the establishment of the comp — 
sponsored school of watchmaking ay $5 
pension retirement plan for employes} | 
and discussed the company’s advertising 
program and post-war plans and pro 
pects. 

The balance sheet which accompanied 
the report shows total current assets of 
over $17,000,000 against current liabil- 
ties of just over $5,000,000 with capita 
and earned surplus of over $12,000,00,§ 1 


will be priced within the reach of every- 
one. Better goods at lower prices with 
maximum value to the consumer, Speidel 
pelieves, are the key to more business 
for the retail jeweler. : 

Special consideration has been given, 
the company says, to overcoming past 
defects which experience has shown are 
apt to be encountered in expansion 
watch-bands and a great deal of lab- 
oratory research and mechanical experi- 
mentation has been devoted to the im- 











provement of both the life and the looks him the logical choice for the wider, more after providing liberal reserves for de leas 
of this type of jewelry. active territory of his present assign- preciation of assets. sta 

Speidel executives are confident that ment. : E for 
their national advertising campaign, Nate will open offices in Chicago as Watch Rating Classes syn 
bringing to the public the welcome facts soon as he finds suitable space. His ad- | Started in Denver Jer 
of these developments, will create an dress will be announced as soon as he ble 


even greater consumer demand for Spei- | has settled upon a location. The watchmakers’ educational program] ser 


del merchandise that will make it more 
than ever “jewelry for years to come.” 


Max Mandelbaum who is at the lower 
right, and who is known wherever jewel- 
ers meet, through his 28-year association 


sponsored by American Time Producti} jis 
Inc., is continuing in various parts @§ sig 


the country under the direction of Spe 


Along with these plans Speidel also 
announces a re-alignment of its selling 
organization. 

Charles Spitzer, whose photograph ap- 
pears at the upper left, and who has 
been associated with the company for 
the past 11 years, will continue to cover 
the eastern part of the country (except 
New England), making his headquar- 
ters in New York, and working as far 
West as Detroit, as well as through the 
South Eastern states. The New York 
office, after many years in Maiden Lane, 
has moved to more spacious offices in the 
Empire Trust Building at 586 Fifth Ave. 

Nate Blank whose picture is shown at 
the upper right, has been named district 
representative for the Middle and South 















with England, Klein & Levy and the 
Shiman Mfg. Co.—is a newcomer to 
Speidel. Max will take over Nate Blank’s 
former territories on the Pacific Coast, 
and will cover the market from Denver, 
West. His permanent headquarters will 
be in Speidel’s new offices at 220 West 
5th St., Los Angeles, Calif. 

Robert L. Brennan, pictured at the 
lower left, generally known to the jewelry 
trade as “Popular Bob”—although long 
associated with Speidel, now joins the 
team of sales representatives for the 
first time. For the past seven years Bob 
has enjoyed the comparative seclusion 
of his position as General Office Manager. 
Starting next month, he adds a “leg- 


cial Demonstrator Charlie Purdom. sig 

Activities are now being centered inf dia 
the Western states, with temporaryy mo 
headquarters in Denver, Colo., where the} wh 
program continues the same pattern fok§ mo 
lowed in St. Louis, Pittsburgh, Okla ] 
homa City, Tulsa and Wichita. pre 

Classes for local watchmakers are held hor 
each Tuesday and Friday evening; where§ Mr 
the only subject is the rating of watchet§ sig 
in all positions. A set and prescribed§ suf 
series of operations, (after the watch she 
has been placed in good mechanical com : 
dition), results in accurate rating in all§ en 
positions in a very short time. lif 

The proficiency of the work is im§ ex 
mediately tested on a Watch “Mastet™ wa 


Western states. Since 1939 Nate has 
carried the ball for Speidel on the Pacific 


man’s” sales itinerary to his regular 
office-management duties. Bob-will cover 
the New England States, working out 








Watch Rate Recorder which produce§ co 


a printed record showing the 24-hour 
rate of any watch in 80 séconds, while 





















Coast and his general popularity and of headquarters at the Speidel plant in indicating the cause of any irregularity § "¢ 
sales record beyond the Rockies, made Providence, R. I. Mr. Purdom also invites all watch Ye 
makers with special problems to bring 7 
Harvel Again Selected A B. Kennedy and the News, as well n their watches in for checking and test} 
Official ak for Mis 4 if your naw Paes advertising.” = ing between 9:00 A. M. and 5:00 P. M Ps 
baleen In the 1944 pageant the watches will every day except Saturday. It is te s 
The Miss Victory, 17-jewel watch by | be presented by John B. Kennedy, noted ported that watchmakers in Denver art 4 
Harvel has again been selected as the news analyst and radio commentator, responding enthusiastically and in large pr 
official presentation watch to be awarded who will cover the colorful event in his numbers, as in other cities where the hi 
to all the finalists in the Miss America regular news broadcast over the Blue plan has been in operation. Oh 
Beauty Pageant to be held in Atlantic Network, a program that is regularly ta 
City on Sept. 4 to 10. This is the third sponsored by Harvel Watch Co. Schech Oo cits h - 
year in which Harvel has sponsored the chechner Opens Miami Branc Ys 
presentation, the Miss Victory model Max Schechner & Co., 48 W. 48th St, 
having been especially designed for the Joffee to Cover West for SK & W New York, specialists ie engraving im 7 
purpose. Milton Joffee, of Siberman Kohn & ported watches to conform with U. & po 
Says Miss Slaughter, Executive Direc- Wallenstein, New York, makers of Customs regulations, has opened branch§ m 
tor of the pageant, “Contestants in the “Fidelity” diamond rings, has been as- : “nd ‘di 
bs “ 3 é = _ offices in the American Bank building img ye 
past pageants have been delighted with signed to a new territory comprising the Miami. Fl Th tablishment is 01 
the watches presented them and the Pacific Coast and Southwestern States. — ¥ cele SB * oa be 
excellent service which they have ren- Mr. Joffee has been connected with Gesigned primarily to rare belay a 
dered. We are of course pleased with | S K & W for several years, represent- | Ported from South America, so that they 
the splendid publicity you are giving ing them in the East. He was in the can be shipped directly from Miami to th 


the Miss Victory watch and the pageant 
on your coast-to-coast radio hook-up 
over the Blue Network featuring John 
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Army for a time, but recently received 
his honorable discharge and returned to 
his old firm and this new assignment. 











other parts of the country, without the 
necessity of being sent to New York t0 
be marked with the manufacturer’s name. 
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All Gruen Directors Re-elected 


pirectors of The Gruen Watch Com- 
y, Time Hill, have re-elected the 
following officers: George J. Gruen, 
rman of the Board; Benjamin S. 
Katz, President and Treasurer; Simon 
¢, Gershey, Vice President; Ernest A. 
Tupper, Vice President; George T. 
Gruen, Secretary ; Alfred T. Reis, Comp- 
troller and Assistant Secretary; Thomas 
F, Jeary, Auditor. 
Directors re-elected were Fred G. 
Gruen, George J. Gruen, Benjamin S. 
Katz, Sterling B. Cramer, E. W. 
Edwards, Clifford R. Wright and John 


R. Bullock. 





Designs Pin for Mrs. Eisenhower 














Louis A. Roselaar Company has re- 
leased to the trade a sketch of a four- 
star, “Multi-Facet” diamond pin designed 
for Mrs. Dwight D. Eisenhower as a 
symbol of her celebrated husband’s rank. 
Jewelers, desirous of expressing in tangi- 
ble form their appreciation of the signal 
services rendered this country by General 
Eisenhower, conceived the idea. The de- 
sign was created by Roselaar. 

The sketch shows the completed de- 
sign. It comprises four “Multi-Facet” 
diamonds, centered in four stars, and 
mounted upon a red, white and blue bar, 
which was to be executed in rubies, dia- 
monds and sapphires. 

It was the jewelers’ wish originally to 

present the actual pin to Mrs. Eisen- 
however, but after due consideration, 
Mrs. Eisenhower asked that only the de- 
sign be sent to her because it alone 
sufficed to express the sentiment which 
she cherished. 
Perhaps when the fury of battle is 
ended, this unique design will come to 
life. Meanwhile, it is Mrs. Eisenhower’s 
exclusive possession because the design 
was patented so that no commercial use 
could ever be made of it. 





"Gift-of-Month" Plan Aims to Build 
Year-Round Costume Jewelry Sales 


Under the trade-marked name of 
“Gift-of-the-Month,” Jay Kel Jewelry 
Co. is promoting the idea of costume 
Jewelry as an all-year-round gift item. 
Each month a different item, appropriate 
to the season, is selected for featur- 
ing in Vogue, Mademoiselle, Glamour, 
Charm and other fashion magazines. Re- 





tailers are supplied suitable tie-in pro- 
motional material. 
“Response to our ‘Gift-of-the-Month’ 
Plan from all types of retailers,” said 
Jay Feldman, “indicates that 
costume jewelry can and should be pro- 
moted for gift giving twelve months a 
year. Too many retailers concentrate 
on Christmas and Mother’s Day and 
neglect the sales opportunities that birth- 
days, anniversaries and weddings present 
throughout the year. Our plan is enabling 
the retailer to fill in the gaps and pick 
up additional business that might other- 
wise be diverted elsewhere.” 


FoR AuGust, 1944 





News of and for Its Salesmen 
By International Silver Co. 


Today the members of many a for- 
merly large sales force are literally 
scattered to the four corners of the 
earth—many of them in Army khaki or 
Navy blue or Marine Corps green. 
Others are working in war factories or 
in Government agencies. And perhaps 
a small remnant are still travelling their 
territories—when they can get train or 
hotel accomodations. 

Many of them would like to know 
what their old brothers-in-arms are do- 
ing and where they are, and would wel- 
come an interchange of news and gossip. 

How that want could be satisfied is 
admirably exemplified in a 36-page illus- 
trated booket just issued by Interna- 
tional Silver under the title “News 
Round-up for International Salesmen.” 
Prefaced by chatty informal messages 
from three of the company’s top sales 
executives — Craig Munson, “Peck” 
Zeitung, and “Hod” Wilcox—it is packed 
with newsy items and snapshots of what 
the boys are doing. Advertising Man- 
ager George Morrison who handled the 
preparation of the book, has done a 
remarkable job of world-wide news re- 
porting. 

Company after company has isued 
house magazines for their factory work- 
ers with gossip and chit-chat of their 
fellows, but this is the first example we 
have seen of a publication of this nature 
for salesmen. It looks to us like a good 
idea—after all salesmen, too, are people. 





Marvella Offers Display Sign 





The Opera Pearl Co., manufacturers 
of nationally advertised Marvella pearls, 
have made up an attractive wooden dis- 
play sign suitable for window and coun- 
ter use. The sign is approximately 
31,” x 6” and is handsomely done in sepia 
and shell pink. 

These Marvella signs will be dis- 
tributed free of charge, in reasonable 
quantities while they last, to retail 
jewelers displaying Marvella pearls. 





New Counter Mirror by "Ed" Freed 


A new counter mirror has just been 
brought out by the well known display 
firm of Edwin Freed, 1283 Sixth Ave., 
New _ yrk. 

It is of ideal size for jewelry store 
use and its beautiful hand-rubbed Swed- 
ish blonde finish will harmonize with the 
interior of any store. 

Edwin Freed specializes in all types 
of display material for the jeweler— 
costume jewelry displays—diamond trims 
—showcase trims and above all, a win- 
dow display service that has met with 
exceptionally widespread acceptance and 
approval. 





Coca-Cola Salutes Bruner-Ritter 





A remarkable tribute was paid to 
Bruner-Ritter war production on the 
night of Monday, June 19, when Coca- 
Cola broadcast its Spotlight Band Radio 
Program in honor of B-R over the 
Blue Network, from the Kline Memorial 
at Bridgeport, Conn., at the recommen- 
dation of the Navy. 

Lt. Com. Louis R. Brendel, U.S.N.R., 
officially represented the Navy and paid 
stirring compliment to the Bruner-Ritter 
management and employees for their 
outstanding record of military produc- 
tion. Chief Carpenter’s Mate Rowlin 
Powlin appeared in uniform to be inter- 
viewed by Commander Brendel as to his 
experiences on the . beachhead battle 
fronts. 

Saul Ritter, president of Bruner-Rit- 
ter, Inc., spoke for the management while 
the employees were represented by Miss 
Margaret Kochis. Other addresses were 
made by the Mayor of Bridgeport and 
Coca-Cola executives. 

An impresive feature of the program 
was an official film of actual combat with 
dramatic scenes of beach attacks and 
landings, with narration by Quentin 
Reynolds who participated in many of 
the actions filmed. 





New Mido Chronograph Described 


A new type chronograph just brought 
out by Mido Watch Co., which embodies 
many new and unique features, is inter- 
estingly described in detail in a leaflet 
that has just been issued by the manu- 
facturer. 

The most immediately noticeable dif- 
ference between this and the older type 
of instruments of this nature is the fact 
that on Mido’s new model, all of the 
hands operate from a common center like 
a sweep-second hand, thus making for 
easier and quicker reading than with 
the conventional small individual dials. 

Features’ include a _ tachometer, a 
chronograph recording and a telemeter, 
all with direct readings, and all provided 
with “start-stop: start-stop” mechanism. 
Direct readings are given for such things 
as miles per hour, elapsed time, and dis- 
tance. 

In addition to all the special features 
the chronograph is of course a high 
grade timekeeper of the usual high Mido 
standard. It has a stainless steel water- 
proof case, with unbreakable crystal 
and is shock resistant and anti-magnetic. 
Movements are 17-jewel and the dial has 
radium numerals and hands. 

Jewelers who would like complete in- 
formation about these remarkable new 
instruments may obtain copies of the 
leaflet by writing to Louis Aisenstein & 
Bros., 680 Fifth Ave., New York, Amer- 
ican distributors for Mido. 
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David Bensen Opens New Showroom 





The above photograph shows the new 
salesroom of the David Bensen Co. at 
5 N. Wabash Ave., Chicago. 

The company has been at the new 
address for three months. Owned and 
managed by David Jay Orman, it has 
been established over five years, special- 
izing in better costume jewelry for the 
jeweler, and gift shops. 

The firm’s salesmen, Richard Buchanan, 
P. K. Libby and Louis Epstein are now 
on the road with the new fall line and 
the 1944 fall catalog has just been 
brought out and will be sent upon re- 
quest. 





Casco Reports Year of Achievement 


“Good performance makes news,” says 
the Casco Products Corp., in presenting 
the president’s annual report to the 
stockholders, and a glance through the 
pages of the booklet confirms the com- 
pany’s opinion that its performance dur- 
ing the past year has been newsworth. 

Converted 100 per cent to war work, 
Casco has expanded its output of essen- 
tial war material to three times the 
amount produced in the preceding year 
and has strikingly reduced the cost to 
the Government of the articles the com- 
pany manufactures. 

At the same time, net earnings have 
been increased, reserves have been creat- 
ed for the post-war era planning, experi- 
mentation and development of post-war 
civilian products have been carried on. 
Advertising has been maintained and in- 
tensified against the day when business 
must again be sought. It is a record of 
real achievement. 

J. Schenberg, Assistant to the Presi- 
dent and General Manager, was added 
to the Board of Directors and made As- 
sistant Secretary of the corporation. 





Article in "Nation's Business" 
Features Baumgold Diamond Cutting 


A three page illustrated article in the 
June number of “Nation’s Business,” 
magazine of the U. S. Chamber of Com- 
merce, is devoted to the development 
of the diamond cutting industry in the 
United States. Featured in the story 
are the plant and operating methods of 
Baumgold Bros., Inc., prominent dia- 
mond cutters, whose production methods 
are described as an example of the 
effective application of American ideas 
to an age-old craft. 





Silberstein Agency Changes 
Firm Name 


The firm name of Alfred J.*Silberstein, 
Inc., 9 East 40th St., New York, an 
advertising agency well known in the 
jewelry field, will hereafter be Alfred 
J. Silberstein-Bert Goldsmith, Inc. 

Mr. Goldsmith for a number of years 
has been a full partner, and it is con- 
sidered fitting that his name be included 
in the firm style. There are no changes 
involved in stock interest, policy or man- 
agement. 





262 





Palladium Featured at Fashion Show 


Palladium was featured as “the metal 
for the fashionable jewelry of the 
moment” at the New York Dress In- 
stitute’s third annual show of fall and 
winter styles at the Astor Hotel, New 
York, on July 18. 

Jewelry shown included butterfly dress 
clips, watch bracelets, earrings, neck- 
laces and bridal rings, designed and 
produced by Harry Winston, Inc.; Marc 
Koven; Nadja Buckley; Arthur C. 
Sogno Co.; and Blancard & Co. 

Miss Buckley displayed a_ striking 
pair of butterfly pins with bodies of 
palladium and gold wings tipped with 
palladium and set with diamonds and 
cabochon rubies, a pair of ruby earrings 
mounted in palladium and an aquamarine 
ring surrounded by diamonds and rubies 
in a palladium setting. 

A unique “watch bracelet” of rubies 
set in contrasting gold and palladium 
was shown, by Arthur C. Sogno Co., an 
exquisite bowknot dress clip of diamonds 
and palladium, by Marc Koven, and a 
collection of diamond and palladium 
pieces by Harry Winston. 

Gold bridal rings with handcarved in- 
lays of palladium were highlighted by 
Blancard & Co., who exhibited their 
“Lohengrin” set of matching engagement 
rings, ladies’ wedding ring and man’s 
wedding ring. 





War Bond Buyer Bids $5000; 
Gets Gold Cased Crawford Watch 





Two Crawford watches, cased in 
14-karat gold, which were donated by 
the Crawford Watch Co. to be auctioned 
off at a War Bond rally at the Capitol 
Theater, New York, on July 7, each 
brought purchases of $5000 worth of 
bonds. In the photo above, Ed Sullivan, 
master of ceremonies, Bandleader Sammy 
Kaye, and Mrs. Alex Wein, awarded one 
of the watches to the highest bidder. 





Edith Dunn Joins U. S. Time Corp. 


The United States Time Corporation 
announces that Edith Balfour Dunn, 
formerly with McCall Corporation, has 
joined their staff in charge of publicity 
and public relations. She will be located 
at the new Sales Headquarters, 680 Fifth 
Avenue, International Building, Rocke- 
feller Center. 

Miss Dunn was associated with the 
Pattern Division of McCall Corporation 
for eight years in charge of department 
store and school teen-age promotions. 
She has been active in developing tele- 
vision experiments and in planning direct 
mail campaigns and fashion shows pre- 
sented both in retail stores and in schools 
and colleges throughout the country. 


' personnel director of the Bridgeport 





General Mills Names Sales Manage 
For Home Appliance Division 


Harry A. Bullis, president of 
Mills, has announced the appointment g 
Roscoe E. Imhoff as sales manager » 
charge of the home appliance which wey 
recently added to the company’s ling y 
part of the Mechanical Division undp 
the supervision of A. D. Hyde, vig 
president. The Mechanical Division 4 
now engaged in the production of high 
precision Naval and Army Or 
and the addition of the home appliang 
line is an outgrowth of the planning fm 
the post-war activities of that division 

Mr. Imhoff has had 25 years of & 
perience in the electrical and appliang 
fields, having lately been vice president 
and general sales manager for the Pro. 
tor Electric Company of Philadelphia, 
position from which he resigned to a. 
cept this new post. 

With his appointment, General Milk 
begins to build a sales organization 
market its line of appliances which ay 
expected to be ready as soon as recon 
version permits. 





Oneida Re-adjusts Preferred Stock 


Holders of seven per cent cumulatiy 
and participating preferred stock of 
Oneida, Ltd., have been notified of th 
creation of a new class of six per cent 
cumulative preferred stock, of $25 par 
value, for which they may exchange their 
present stock share for share. Any seve 
per cent stock not so exchanged will bk 
called for redemption Sept. 15 at $# 
a share plus the accrued quarterly divi- 
dend. 

The new issue, under a recapitalim- 
tion approved by the stockholders wil 
take precedence over any other class of 
stock both in the payment of dividends 
and in the distribution of capital assets, 





Bulova Factories Featured 
in Story in "Factory Management” 


In a four-page article in the June 
issue of “Factory Management & Mainte 
nance,” Frank Leckler, superintendent of 
maintenance and safety at the Bulow 
plant, Woodside, Long Island, discusses 
the problems of maintenance in this pre 
cision instrument plant. The article 
which is illustrated with four photo 
graphs and a chart, covers the Woodside 
and Valley Stream plants of the Bulova 
company. 





Telechron Opens Branch Factory 


The Warren Telechron Company @ 
Ashland, Massachusetts, manufacturet 
of electric clocks, will open a brand 
factory in Worcester, Masachusetts, fot 
the manufacture of electric alarm clock 
(under WPB regulations) and war proé 
ucts, announces Roy W. Johnson, Get 
eral Sales Manager. 














Ralph P. Fahey to Head 


Remington Rand Shaver Service 
Ralph P. Fahey, since Pearl Harbot, 









Propeller Division of Remington Rané 
Inc., has been named national servic 
manager of: the Electric Shaver Divisiat 
of that company, succeeding E. C. Hok 
loway, who has resigned to establish his 
own business in Denver, Colo. 
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ONLY YOU CAN DO IT 


Gort any scrap platinum? 

Uncle Sam needs it. He isn’t asking you to give it to 
him, though—only to sell it at its full value. 

Here’s the situation. The Army and Navy must have 
large quantities of various kinds of instruments and 
equipment, certain parts of which require platinum; and 
there just isn’t enough new platinum to make the quan- 
tity that is needed. 

Therefore it is essential to have every possible ounce 
of scrap platinum in jewelers’ hands turned in for re- 
fining so that it will be available for use in manufactur- 
ing vital war goods. 

If you have any old platinum mountings, don’t let 
them lie in your vault—get them out right now and sell 
them to your refiner, who will pay you the full market 
value for them. That old brooch—that broken up 
bracelet—may provide the instrument to sink another 
Jap ship, or supply the bit of equipment that might turn 
the tide of a battle in Europe. 

Go through your vault today—get your old platinum 
together and send it to your refiner. 

Here’s a chance to do something that your country 
needs, and that no one else but you can do. Will you? 


ARE COSTS TOO HIGH? 


Every stupentT of the post-war economic question 
seems to agree on one point—some how, some way, the 
cost of distribution of consumer goods must be brought 
down and kept down if we are to maintain the volume 
of production and sales on which prosperity and full 
employment depend. 

Sales volume is the keystone of the whole structure, 
because unless goods are sold, no one can or will go on 
producing them. And to maintain sales volume, prices 
must be at a level that will make it possible for people 
to buy the things they want. 

With production methods perfected and refined as 
they are today, there seems little hope for any substan- 
tial reduction in the cost of manufacture. The greatest 
chance for bringing down the price to the consumer ap- 
pears to be in the expense of distribution, which usually 
amounts to more than the cost of making the article. 

This is particularly true in such fields as jewelry 
where the merchant’s investment in his stock is neces- 
sarily high, and the rate of turn over is necessarily 
slower than in staples of daily use. 

But we sometimes wonder whether most jewelers 
couldn’t reduce their cost of doing business if they re- 
fused to take old methods for granted and gave some 
real thought to improving them. Certainly the spread 
between manufacturing costs and retail prices of some 
jewelry lines seems unnecessarily wide. 

There should be a real opportunity for those jewelers 
who will really tackle the problem of speeding up turn 
over, controlling inventory, and reducing selling cost 


264 


per unit. We recommend it as a worthwhile subject f 
post-war planning. 


HARD TO DO 


FirtEEN MONTHS AGo—back in May, 1943—whe 
WPB Order L-45 cutting back the use of karat gold fo 
jewelry making, was first promulgated, THe Jewerung 
CircuLar-Keystone (page 168 of the May, 1943 issu@ 
unhesitatingly condemned it on the ground that it 
impractical, destructive of legitimate business, and woul 
not bring any compensating benefit to the war effort. — 

At the time, we were severely criticized as obstrug 
tionists even by some people within the jewelry industry 
but beause we believed in the truth of what we said, w 
stuck to it, and have repeatedly expressed the same 
opinion in later issues. 4 

It is interesting to note that the ideas which weré 
set forth on this page 15 months ago were the same ones 
that were advanced by the Industry Advisory Commit: 
tee in its meeting with the War Production Board om 
July 12th (page 221 of this issue)—and, what is moré 
important, that WPB itself now seems inclined to a 
cept them. 

The truth is hard to down. 


TRUTH IN ADVERTISING 


Have you Nnoticep some of the “simulated” pea | 
advertising that has been appearing lately? 

Legally, an advertisement is permitted to talk about 
“pearls*” without any qualifying word like “simulated” 
or “imitation” in the body of the ad, ‘so long as the 
word “pearls” is accompanied by an asterisk with 
footnote saying “simulated”. But the asterisk and the 
footnote have been growing progressively smaller and 
smaller in some ads, until today it pretty nearly takes 
a ten-power loupe to read them. 

Technically, people who advertise in this manner may 
be within their legal rights, but they’re coming so closé 
to the line of misrepresentation that they’re inviting a 
crack-down in the form of a new and far more rigorous) 
set of rules for the whole jewelry industry that will 
make things a lot tougher for everyone—themselves 
included. : 

Good imitation pearls need no apology or concealment ” 
as long as they’re fairly priced, and honestly sold for 
what they are. Let’s clean up this bad practice. 


Feet Gd... 


Editor 
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